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Abstract 
 
This treatise provides an overview of the American style of school public relations 
and suggests the possibilities for the positive impact such a treatise could have 
within the South African educational realm.  
 
Three models of school PR are proposed in this treatise in view of the fact that there 
is no one-size-fits-all kind of approach to school public relations. Schools differ in 
size either physically or financially, and these differences can have an impact on the 
extent to which public relations would be practised. Thus each model is described 
according to the practise of a minimum, standard and an advanced school PR plan. 
These models strive to provide either a starting point for implementing a PR plan; or 
a checklist for schools who already practise some form of PR. 
 
The nature and scope of public relations is explored within three selected South 
African public schools in Uitenhage to establish the extent to which the Modern Age 
of School Public Relations has “arrived”.   
 
Based on the research findings it can be deduced that most schools practise some 
form of PR, whether strategically planned or spontaneously, as the need arises. 
However, although it is apparent that the Modern Age of school public relations is 
being set in motion, it must be expanded on and progressed to incorporate all the 
facets of a proactive systematic PR plan. 
 
The content of this research paper details a step-by-step approach for South African 
schools to start a planned public relations programme. Furthermore taking into 
account current trends it proposes ideas to involve learners, staff and parents in the 
planning and implementation of strategic public relations in an attempt to achieve the 
school’s objectives and validate its vision.  
 
This treatise aims to provide a foundation for exploring the current practise of public 
relations within the educational environment and could stimulate further study by 
investigating and evaluating the PR of all class ranks of South African schools.
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Chapter 1: Introduction to research 
 
1.1 PR goes to School   
 
According to Lunblad and Stewart (2005:1), every school has public relations 
whether wanted or not. Good public relations practice, however, is developed 
from a clear understanding of what exactly public relations is and what its goals 
are. 
 
Public relations consists of methods and activities to promote a favourable 
relationship with the organisation’s publics (Walling 1982:19). The Institute of 
Public Relations (IPR) describes it as 'the planned and sustained effort to 
establish and maintain goodwill between an organization and its publics'. Public 
relations is about managing an organisation’s reputation among its publics (Quinn 
2010). 
Public relations has a broad spectrum of components. These consist of event 
planning, community involvement, fund raising, media relations, advisory groups, 
internal communications, external communications, marketing, communication 
planning and philanthropy (Lunblad and Stewart 2005:2). Wilcox and Cameron 
(2007: 11) highlight a few more components of public relations. These are 
counselling, research, publicity, employee/ member relations, community 
relations, public affairs, government affairs, issues/ crisis management, financial 
relations, industry relations and multicultural relations/workplace diversity. Social 
media relations is a recent addition to public relations. Warren (2010) states that 
public relations professionals are using social media in a lot of ways to either 
supplement or add to existing public relations strategies. Twitter, Facebook, 
YouTube and other social sites have quickly become important tools in a public 
relations professional's overall toolkit (Warren 2010). 
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The practice of public relations is applied to various institutions. These include 
corporations, politics and government, international, non-profit organisations, 
entertainment, sports, travel and education. 
 
Limited literature is available for the application of school public relations in South 
Africa. In addition there are only a few studies which examine educational public 
relations of secondary schools. Based on the dates of material published, school 
public relations for secondary schools has been around for decades in the United 
States of America. 
 
Public relations in the school setting is different in character from the public 
relations efforts carried on by the business community. Public relations in 
business is a means of selling the company’s image to the public. Schools, as 
well as businesses, need that favourable image with the public in order to 
function well. But image is not the fundamental goal for school public relations. 
Public schools seek to obtain a favourable relationship as a priority (Walling 
1982: 19). 
 
Everything that a school manager does or does not do has a public relations 
impact on his professional life and that of the institution for which he is 
responsible (Hilldrup 1982). Public relations plays a major part in communicating 
what the school is all about and what it has to offer (McClellan and Gann 2002: 
26). 
 
Lunblad (2005:10) states that any techniques that increase communication 
between the school and its constituents are considered public relations. Based on 
this statement, it is presumed that schools are practising some sort of public 
relations because they are communicating in various ways. The question, 
however, is whether public relations activities are inherent in the school structure; 
or whether they are accidental.  
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Public relations is essential in a school as it aims to maintain a favourable public 
opinion to earn understanding and acceptance, which, in turn, translates into 
financial support for educational programmes, confidence in school leaders, and 
active participation by the public in school activities. Public opinion ultimately 
governs the future of public schools (Walling, 1982: 206). 
  
Barnes (1993b:72) states that public relations is essential to schools as it makes 
the following contribution: 
 It helps raise the school's public profile.  
 A mutual understanding is maintained between the school and its publics. 
 It enables a school to publicize its corporate identity. This helps staff to be 
more familiar with the institution, which in turn enhances their commitment. 
 It helps the school to establish balanced and healthy relationships with the 
local media, government agencies and other stakeholders. 
 It provides, over time, a means of exchanging people's perception of a 
school. Proactive rather than reactive strategies are adopted and 
facilitated. 
 By presenting consistent messages to internal and external audiences, 
public relations offers both reassurance about the purposefulness of the 
school and the advantage of being associated with it.  
 
The function of a school public relations programme is to implement activities to 
increase public understanding that will generate a level of favourable public 
opinion toward the school. When schools communicate well, the public becomes 
part of the school team and this makes it easier for schools to build and maintain 
future goodwill (Walling 1982: 22). 
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1.2  Background to research problem 
 
The topic of interest regarding school public relations has been a challenging 
experience to obtain research from South African resources. There are limited 
South African published resources available which focus on public relations in 
secondary schools. All of the literature for this treatise has been sourced from 
material published in United States of America, Canada and Australia. 
 
School public relations within the Uitenhage area in South Africa is a new 
concept. This situation poses an opportunity to research this field of School 
Public Relations and potentially borrow from the American approach to propagate 
it advantageously in the Eastern Cape of South Africa. 
 
Schools must communicate with their learners and parents and therefore it is 
likely that they must be practising some sort of public relations activities. Walling 
(1982: 19) suggests that schools have engaged in a variety of public relations 
activities, 'accidentally'. They have printed newsletters, sent out press releases 
and so on. He continues by saying “what schools have lacked is a systematic 
plan for public relations” (Walling 1982:19).  
 
The main research question aims to examine public relations activities to 
distinguish whether these are accidental or inherent within the school structure. 
Should the school have a person dedicated to a public relations portfolio, the 
school is exercising inherent public relations. The school is practising accidental 
public relations if it is not aware that the activity it is executing is a public relations 
activity. Accidental public relations could be the result of an activity being 
executed in operation of a process and not strategically planned as a public 
relations process.  
 
An exploratory investigation will be performed to identify the current practice of 
public relations in the Uitenhage schools and to describe how these are 
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executed. For the purpose of this treatise, the following public relations 
components will be explored within the school environment: media relations, 
publicity, community relations, fundraising, special events, marketing 
communications and briefly, social media relations. 
 
 
1.3  Problem Statement 
 
Based on the background provided in the previous section, it is presumed that 
schools must be practicing some sort of public relations activities. The nature and 
scope of public relations was explored within the three schools to establish which 
activities are being performed and whether these are strategically planned or only 
re-actively applied.  
 
Information was harvested in an attempt to answer the following main research 
question: Is PR accidental or inherent within the school structure? 
 
1.4  Aim 
 
The development of public relations in South Africa is as a result of international 
influence. The history of public relations has been well documented in countries 
such as the United States of America and Great Britain (Lubbe and Puth 1994: 
3). Public relations has been a major established force in American society since 
1950 (Wilcox et al 2007: 71) and the largest national public relations organisation 
in the world is the Public Relations Society of America (PRSA).   
 
As based on the date of material published, it has been documented that school 
public relations for secondary schools has been around for decades in the United 
States of America. This is presumably a new exercise in South Africa owing to 
the limited material available. 
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The aim of this research is to determine whether the “American” age of School 
Public Relations has arrived in Uitenhage schools.   
 
1.5  Objectives 
 
The objectives of this treatise are as follows: 
 
1.5.1 To identify and describe the current practice of public relations activities 
within selected public schools. 
 
1.5.2 To investigate whether public relations activities are implemented 
systematically or accidentally.  
 
1.5.3 To formulate a set of criteria based on the literature reviewed to improve 
current public relations practices within Uitenhage schools. 
 
1.5.4 To propose a systematic public relations plan, based on the modern 
approach, for Uitenhage schools to implement. 
 
 
1.6 Research design and methods 
 
This treatise is based on a limited study of three public schools within the 
Uitenhage area. These schools were selected based on their willingness to 
provide a variety of qualitative data.  
 
In an attempt to obtain qualitative data needed to achieve the objectives of this 
treatise, structured interviews were performed. These interviews were conducted 
with the school principals or representatives of the school management team. 
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Open ended interview questions were the primary source used to gather more in 
depth knowledge from each school.  
 
The school principal or a representative from the school management team was 
invited to participate in this research study (see Attachment 1). Permission was 
requested for the aforementioned individuals to take part in this research study. 
On approval, the schools were required to sign a consent form (see Attachment 
2).  
 
Each school received the interview questions prior to the scheduled interview 
time (see Attachment 3). This allowed the respondents to gather the necessary 
documentation needed for discussion during the interview. The respondents were 
requested to present particular documentation to the researcher to ensure a 
thorough overview for research purposes.  
 
Based on the data collected, a set of criteria consisting of current public relations 
practices within Uitenhage was formulated. The findings for each school were 
presented, followed by a conclusion that draws together the literature reviewed 
and findings of the research. 
 
1.7 Ethical considerations 
 
This study attempted to protect the rights of the three schools involved. 
Respondents volunteered to be part of the study and were informed of its nature 
and purpose. The respondents were given the freedom to stop their participation 
in the study at any time without any repercussions or steps being taken against 
them. Respondents requested to remain anonymous and therefore were not 
named during the study, but rather assigned a letter of the alphabet, Respondent 
A, B or C. This alphabetical labelling was used to distinguish between responses. 
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This study did not require the divulgence of sensitive information and all personal 
information gathered has been used solely for evaluation purposes. The results 
provided insight to answer the research question and determine whether the set 
objectives were achieved. All personal information was kept confidential. 
 
1.8 Conclusion 
 
PR in South African schools is a working possibility especially since it has already 
been practised in the United States of America for decades. Although it is a fairly 
new idea in South Africa and there is limited information about it as a concept 
here, it seems that the trend of school PR has begun.  
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Chapter 2: Literature review 
 
2.1 Introduction 
 
The following chapter presents an overview of the American style of school public 
relations and suggests the positive impact it could have within the South African 
educational realm.  
 
The significance of organisational culture will be described as a fundamental 
element for excellent PR practice while various school public relations techniques 
will be explored with focus on the components of a good school public relations 
programme. The chapter will also identify the standards set for school public 
relations and aim to explain an approach for South African schools to start a 
planned public relations programme. 
 
2.2 School PR unpacked 
 
In his book, Complete Book of School Public Relations, Donovan R Walling 
states that school public relations is all about teaching. “It’s teaching the public 
about what’s new in education and how they can help make schools better for the 
future” (Walling 1982: 29). School public relations is a planned process of two-
way communication between a school and its publics (Lunblad and Stewart 
2005:4). It is a comprehensive communications endeavor (Walling 1982: 21). 
 
The National School Public Relations Association (NSPRA) defines school PR as    
a planned and systematic management function which relies on a comprehensive 
communications process involving both internal and external publics, with a goal 
of stimulating a better understanding of the role, objectives, accomplishments 
and needs of the organization. 
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Educational public relations programmes assist in interpreting public 
attitudes, identify and help shape policies and procedures in the public 
interest, and carry on involvement and information activities which earn 
public understanding and support (Cited in National School Public 
Relations Association Resource Files).  
 
Walling identifies school public relations as a philosophy of communication by 
which public schools strive to build goodwill and understanding between 
themselves and their various publics (Walling 1982:17). He continues by saying 
that effective school public relations centres on and revolves around the concept 
of two types of communication, internal and external, and two types of publics, 
internal and external. Internal communication focuses on employees of the 
institution (internal public) with a variety of methods including, but not limited to, 
staff newsletters, cluster breakfasts, staff meetings, key communicator networks, 
special publications, email, and the school website. External communication 
targets the external publics, including the institution's parents, students, business 
community, and the households without school-aged children. Communication 
here may include district-wide newsletters, school board meetings, news 
releases, key communicator networks, special publications, and broadcast 
media. 
 
“The main role of school public relations maintains mutually favourable 
relationships between the school district and the many internal publics and 
external publics it serves” (Walling 1982: 17). Schools, as well as businesses, 
need that favourable relationship with the public in order to function well. But 
image is not the fundamental goal for school PR. Public schools seek rather to 
obtain a favourable relationship through mutual understanding of purposes and 
goals in education (Walling 1982: 19). 
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2.3 The importance of public relations in schools 
 
The NSPRA suggests that every school and organization has public relations just 
like everyone has a personality. If the school understands this idea and tries to 
practise PR, chances are that it will foster productive relationships and effective 
communication with its staff, students, parents, and the broader community as 
well. If the organization has no planned public relations the possibility of having 
effective communication and positive relationships with key audiences will be 
neglected and negatively compromised (National School Public Relations 
Association. 2002). 
 
The opportunity for thriving school public relations has increased significantly - 
from what in the past was mostly written communication, to a greatly increased 
need for face-to-face communication with the many publics in a school’s 
community (National School Public Relations Association Resource Files 2012).  
 
Successful school public relations is tied directly to how people perceive the 
school.  The more updated people are with the school and its happenings, the 
more approving they will be towards the school. Likewise, the less interested and 
informed people are, the more negatively they will view the schools. The public 
wants better communication with its schools (Walling 1982:206). 
 
Lunblad and Stewart (2005:4) state that public schools are the people’s schools 
and school leaders are obligated to interpret schools to the public. This obligation 
requires attention to good public relations practices that respect the rights of the 
public to be knowledgeable of its schools. 
 
Walling argues (1982:29) that good school public relations is essential as it 
contributes to the following: 
 Greater knowledge of community concerns 
 Better internal communication 
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 Increased citizen participation in school functioning 
 Higher interpersonal regard between school and non-school people 
 More acceptance of new or innovative educational programmes  
 Better public understanding of school goals. 
 Increased interest in education among non-parents as well as among 
parents. 
 
2.4 The use of public relations in schools  
  
Hundreds of school districts in the United States and Canada have successfully 
implemented school public relations. According to the NSPRA it is possible for 
schools and districts to have good public relations (NSPRA 2002). 
 
In order to accomplish the purposes of public relations, the school must 
understand the basic principles of public relations and must be able and willing to 
exercise public relations methods and activities systematically.  
 
“School public relations, to be truly effective, must create dialogue between the 
schools and their publics” (Walling 1982: 29). Although dialogue through PR with 
every single member is impracticable, PR must make use of various 
communication channels to connect and target as many people within its public 
spheres. Cooperation and understanding are essential qualities for the future of 
public schools and should be a result of effective engagement with the school’s 
publics. 
 
According to Lunblad and Stewart (2005:5) public relations is used in each of the 
following responsibilities: business and financial practices, human resources, 
student services, facilities (buildings and grounds), and school-community 
relations. The school needs to spend time broadcasting its successes to the 
community in an attempt to attract support and involvement (Warner 2009:74). 
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There are plenty of public relations techniques and tactics that schools can 
execute to attempt improving relationships of rich dialogue and understanding 
between its publics. In the past decade, the Internet has had a huge impact on 
how PR professionals function. The internet provides invaluable branding 
opportunities for school public relations. Branding identifies what makes one 
school different from another (Hildrup 1982: 36). Social media are creating 
numerous PR opportunities (Swallow 2010). Facebook and Twitter are cost-
effective (free) webpage options used to accentuate existing messages. Social 
media is a great public relations tool to announce relevant information to the 
school’s audiences; and a brief conversational tool to appropriately respond to 
relevant inquiries and follow-up questions or comments (Escovedo 2011). School 
websites are an accurate reflection of the value that schools provide to the 
community and the pride felt in the school (Walling 1982:17). The website is a 
major form of communication for the school’s external audience as it provides a 
glimpse into the school (Warner 2009:56).  
 
Newsletters are perhaps the “most common type of published school 
communication” (Warner 2009: 49). For communicating with parents, Harms sees 
newsletters as a primary communication tool. “Anything you can do to explain to 
parents what children are learning will be appreciated" (Cited in Newquist 2009). 
“Publishing a regular newsletter gives you the chance to inform parents and the 
community about the positive educational stories that apply to the school and 
stories that the local media don’t know about, don’t have room for, or don’t 
choose to cover” (Warner 2009: 52). Staff should receive a staff newsletter in 
addition to the school newsletter for parents and the community. A staff 
newsletter is essential to provide staff with the information they need to know in 
order to be effective in their jobs (Warner 2009: 53). Student newsletters are also 
an important means of communicating the school’s good news. Students create 
interesting and informative newsletters which are possibly read by parents and 
community members too (Warner 2009:54). 
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The use of newsletters, social media opportunities and websites will not be 
effective in certain township schools where the parents cannot read. Meetings will 
be the best channel for communicating with this public. Thus the context of the 
school will have an influence towards the choice and implementation of 
communication mediums and techniques. 
 
Beard (1997: 47) states that the most frequently used public relations methods 
and activities include the following: 
 advertising 
 audiovisual presentations 
 brochures 
 charity support 
 hospitality 
 corporate identity 
 community projects 
 display stands 
 events 
 exhibitions 
 facility visits and open days 
 internet 
 magazines 
 media releases, features and presentations  
 multi-media presentations 
 newsletters 
 noticeboards 
 photography 
 presentations 
 print 
 promotional merchandise and gifts 
 research 
 seminars 
 speeches 
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 sponsorship 
 video 
 
Warner (2009: 19) suggests additional methods for the implementation of good 
school public relations techniques: attractive school profile, positive lobby 
showcase and atmosphere, and clear school signage. Positive recognition of 
students, staff, volunteers and board members are also essential school public 
relations tactics. Off-campus displays, community involvement and cultural/arts 
festivals are also considered valuable public relations techniques. School public 
relations techniques can also be applied to school-bus advertising, school alumni 
association, school mascot, school slogan, articles and adverts, websites, web 
pages, email, radio shows, and television appearances (Warner 2009: 19). A 
parent/ student handbook is an important public relations tool that every school 
needs as it acts as a reference and guide for student conduct and similar 
purposes. (Warner 2009: 57). The handbook should be adapted with illustrations 
to meet the specific needs of parents who cannot read.    
 
2.5 Organisational culture drives good PR to school  
 
The overall culture of the school as an organisation has a direct impact on the 
manner in which information about the school is distributed by the school’s 
various publics.  If the culture of the school supports a friendly atmosphere and 
good relationship with its stakeholders then everyone will support the culture of 
the school which includes good PR. If the culture is unhealthy no one will attempt 
to execute good PR. No amount of advocating towards the importance of good 
PR will solve the problem.  
Culture is about ‘how things are done around here’. It is what is typical of the 
organisation, the habits, the prevailing attitudes, the pattern of accepted and 
expected behavior (Drennan 1992: 3). 
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In their book Organizational Culture in Action: A Cultural Analysis Workbook, 
Driskill and Brenton (2005: 5) argue that each organization has a unique way of 
doing things and that each member in the organization can create and/ or be 
indoctrinated into unique beliefs that form the basis for simultaneous performance 
which shapes the overall culture of the organization. 
Organisational culture includes shared values which are important concerns and 
goals shared by the people in the organization that tend to influence the 
behaviour of the group (Shaw 1997: 15). 
 
Building good positive communication and attitudes with the school’s staff is a 
vitally important culture. It is the best insurance against negative and divisive talk 
that originates in-house. Positive attitudes about the school are generated by the 
ripple effect created by good programmes, good people, and good management. 
Staff members feel these effects first and pass these feelings on to students, who 
share them with parents, who transmit them to the community at large (Warner 
2009:37). 
 
Providing a nurturing environment for the school is another means of initiating a 
positive organisational culture. “The very best ambassadors for education are 
students. If students are not excited about learning and proud of their school, 
then the school has failed them by not providing the kind of environment that 
nurtures success,” (Warner 2009: 44). Warner explains further that educators 
must create, within whatever limited resources are available, a warm and caring 
climate that fosters self-esteem and a desire to learn. This could be a means of 
forming a positive reputation of the school with its parents and community.  
 
Public schools need to be aware that the small daily interactions or lack of 
actions on the part of educators and school staff have the potential of resulting in 
either positive or negative reactions. The response to these actions, as they are 
shared among family, school, and community members shape their views and 
perceptions of the school and its educators (Tapper 2008).  
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Although not every person is capable of planning and managing the PR of the 
school, each school needs to have a plan for making each person in the school 
an active member of the school team. A strong organisational culture provides a 
platform for shared values amongst the school’s publics and this is a ‘simpler’ 
attempt to include each person in the PR efforts of the school as opposed to 
merely promoting the importance of good PR practice. 
 
2.6 Who is involved in school public relations?  
 
Public relations encompasses all interactions and communications with the public 
by everyone in the school, from the secretaries to maintenance workers to 
teachers, principals, board members, and students (Cited in Newquist 2006). 
Even substitute teachers are involved in carrying the image of the school back to 
the community (Warner 2009:37). 
 
Harms affirms that good school public relations is something everyone involved 
with a school should be practising every day (Cited in Newquist 2006). However, 
for various reasons, not everyone is successfully capable of planning and 
managing the PR of the school. Despite this, the way a school is perceived by the 
community is due primarily to the image presented by the people in it, the staff 
and students (Warner 2009: 37).  By virtue of their employment, members of the 
general public look to the school’s staff for information about the school system. 
(Lunblad and Stewart 2005:7). “All the favourable newspaper or radio or 
television coverage in the world will not overturn the negative or inaccurate report 
given firsthand by one of [the school’s] employees to a neighbour” (Warner 
2009:37). Each member of the school staff is a key communicator with the 
community.  
 
The success of a school's public relations programme is dependent on the 
following prerequisites: 
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 participation by all educators and learners 
 commitment of all educators and learners to the objectives of the 
programme 
 an awareness of the programme on the part of educators and learners, as 
well as of their roles 
(Barnes 1993: 74) 
 
As discussed in the previous section, organisational culture plays an imperative 
role in the public relations process whereby certain favourable or negative 
images are communicated. Thus another point to add to the prerequisites of a 
successful public relations programme should include the practice of a strong 
organisational culture rich with positive communication and a nurturing 
environment.   
 
Principals have a great influence over the school’s organisational culture 
especially since they to a large extent dominate the school’s environment and its 
activities.. “The nature of the activities an organisation undertakes and the 
particular operating environment in which it subsists may have a profound effect 
on its culture” (Brown 1995: 45).  
 
Along with all the responsibility to operate a school, principals are also mostly 
responsible for interpreting the work of schools to the public. Principals exert 
considerable time and leadership in meeting public relations responsibilities. 
They model good PR behaviours that encourage students, faculty, and staff to 
behave similarly. They understand how to lead a school and how to empower 
personnel to be ambassadors, image makers, and interpreters of the school to 
the public. In exercising their leadership responsibilities, principals interact with 
everyone involved with the school and realise that their success as school 
leaders derives in large measure from the success of those individuals they lead. 
Principals work skilfully and with confidence in meeting parents, lay committees, 
and media representatives to discover and meet their information needs and 
those of the broader community. (Lunblad and Stewart 2005:7). 
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It is important that the school understands the needs and desires of the 
community especially since it is dependent on the community for support (Walling 
1982:17). The school should develop a plan of action, keep parents and the 
community satisfactorily informed, share information in a simple direct way to 
ensure understandability, create positive communication, build confidence in the 
school system and its goals, and establish avenues of open communication 
(Tapper 2008).  
 
“Quality public relations is the key to garnering public support," says Les Potter, 
professor of educational administration at West Georgia College (Cited in 
Newquist 2009). Marsha Chappelow states that having someone whose 
responsibility it is to be constantly looking at the messages sent out to the 
school’s internal and external publics is invaluable to a public institution which 
depends on its community's support (Chappelow cited on 
www.nspra.org/getting_started). “Effective school public relations is everyone’s 
job. But it is the school PR leader who must get the ball rolling and take 
responsibility to manage the school's communications” (Hildrup 1982: 36). 
 
True communication is an interactive process of both inflow and outflow of 
information. A school PR person helps keep both flows of information open, and 
works to keep the public informed and involved in the school. Harms states that 
neither teachers nor principals have the time to do this (Newquist 2009). It is 
therefore important to note that the active support of the board, administrative 
staff, and teachers are vital in the implementation of the public relations 
strategies and in the ongoing observation of its reception and scrutiny by the 
community and parents (Tapper 2008). 
 
A professional PR person should publicize the positive news about student/staff 
achievement and programmes, and develop a coordinated proactive, rather than 
reactive, approach that anticipates problems before they develop. If there is no 
positive communication from the school, the critics' voices are the only ones that 
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will be heard (National School Public Relations Association Resource Files 
2012). 
 
Whether a school hires someone to manage public relations or decides staff 
members can handle it on their own, it is important to give public relations the 
attention that the school’s parents, community and students deserve (Newquist 
2009). 
 
  
2.7 The rising need for a school PR professional 
 
Now that we are in the 21st century and the Age of Information the need arises 
for the effective management of communication strategies that are proactive 
instead of reactive. Schools must make a choice to be an active player in their 
community, not a passive one of the past (Chappelow, Marsha cited on 
www.nspra.org/getting_started). 
 
This is the media age - school communication needs have increased dramatically 
and become more complex. A school district needs a professional PR person to 
develop and execute its communication plans through both print/electronic media 
and face-to-face communication, and to handle relations with the multitude of 
media that call school districts weekly (National School Public Relations 
Association Resource Files 2012). 
 
School PR professionals monitor how the school is perceived by its stakeholders 
and then can help implement strategies to improve public opinion. Although this 
is not yet a reality in South Africa, the USA advocates that any school  that 
chooses not to employ at least one school PR professional is clearly leaving the 
public opinion function to chance (Noyed, Bob cited on 
www.nspra.org/getting_started).  
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A school public relations person handles these major functions: 
 Public relations counselling - Provides public relations counsel, taking a 
proactive stance. Anticipates problems and provides solutions. 
 Communication with internal and external publics - Handles all aspects of 
the school district's publications such as its external newspaper and 
internal newsletter, among others. 
 Media relations - Writes news releases for all local newspapers/TV/radio; 
works to get media coverage of school news. Serves as the media's liaison 
with the school district.  
 Communications planning/crisis communications planning - 
Writes/develops a communications plan for the district, detailing how to 
reach its internal and external publics; writes/develops a crisis 
communications plan of reaching publics, gathering the facts and dealing 
with media in a crisis.  
 Public relations research, surveys, polls, informal research - Conducts 
formal and informal research to determine public opinion and attitude as a 
basis for planning and action.  
 School imaging and marketing - Promotes the school's 
strengths/achievements, and its solutions to problems.  
 Student/staff recognition - Vigorously publicizes student and staff 
achievement; develops staff and retirement recognition programmes.  
 Public relations trainer - Provides public relations training to all staff and 
PTAs in areas such as talking to the media and communicating in a crisis.  
 Community relations liaison - Serves as the liaison with community groups 
such as civic associations and service clubs; helps plan/publicize district's 
parent, senior citizen and community service programmes. Develops ways 
to bring the community into the schools. 
(Newquist 2009) 
  
25 
2.8 Standards for school public relations professionals 
 
 
Schools within America have set certain standards for school public relations 
professionals to comply with. These guidelines are not active within South African 
schools but are initiatives which we can take into account to establish within our 
schools.   
 
The American guidelines propose that a skilled school public relations 
professional performs essential communication functions to help improve the 
services of an educational organization. While qualifications can vary depending 
on the sophistication of the work required, all practitioners should meet certain 
minimum standards (NSPRA 2002). 
 
2.8.1 General Standards 
 An understanding of and commitment to the role and social responsibility 
of public relations and communications for all educational institutions, 
organizations, and agencies in a democratic society. 
 A commitment to improving educational opportunities for all. This 
commitment specifies a loyalty towards a shared organizational value 
which is part of the organizational culture of a school. 
 A commitment to professional performance and ethical behaviour as 
described in the National School Public Relations Association’s Ethics for 
Educational Public Relations. 
(NSPRA 2002) 
2.8.2 Professional Preparation 
 A bachelor’s degree from an accredited university or — for department 
leaders — experience in the field is a minimum requirement.  
(NSPRA 2002) 
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2.8.3 Abilities and Aptitudes 
 
 A comprehensive working knowledge of internal and external public 
relations and communications programmes for an educational 
organization. 
 A mastery of communications skills. 
 An understanding of the importance of two-way communication between 
an organization’s staff and its many publics and audiences, and the ability 
to carry it out. 
 A thorough knowledge and understanding of communications theory and 
research 
 An ability to provide expertise and advice to top management. 
(NSPRA 2002) 
 
2.8.4 Professional Growth and Development 
 
Standards for professional growth and development require that educational 
public relations and communications professionals continue to refine their skills 
and expand their knowledge by: 

 Pursuing professional accreditation with the Public Relations Institute of 
South Africa (PRISA). 
 Participating in public relations seminars, conferences, workshops, and 
institutes. 
 Pursuing additional study beyond a bachelor’s degree. 
 Reading, researching, writing, speaking, and consulting in education, 
public relations, and communications. 
(NSPRA 2002) 
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2.9 Public relations programme for schools 
 
“Before any public relations activity can be implemented, it is essential that 
considerable thought be given to what should be done and in what sequence to 
accomplish the organisation’s objectives” (Wilcox et al 2007). 
 
The best way to start a public relations programme for a school is to ensure that it 
is in the public’s interest. It needs to be grounded within interactive 
communication techniques and used as a vehicle to build trust, confidence and 
support for doing the best for all children in the school. NSPRA firmly believes 
that schools have a public responsibility to tell parents how the school is 
spending their money. The public has a right to know and be engaged in its 
school. Members of the public need someone in the school trained in 
communication so they can get clear answers and guidance on how to work with 
their school. 
         (NSPRA 2012) 
 
 
A plan is necessary to effectively target the school’s needs, audience and 
messages. A strategic plan is the essential first step for the success of a school 
public relations programme (Warner 2009: 9). “Having a blueprint of what is to be 
done and how it will be executed makes programmes more effective and public 
relations more valuable to the organization” (Wilcox et al 2007). Good 
communications through a conscientious school public relations programme pays 
off (Walling 1982: 206).  
 
As Glen Broom and David Dozier say in their book Using Public Relations 
Research, “Strategic planning is deciding where you want to be in the future (the 
goal) and how to get there (the strategies). It sets the organisation’s direction 
proactively, avoiding ‘drift’ and routine repetition of activities” (Cited in Wilcox et al 
2007). 
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A school public relations programme is essential to: 
1. Inform the public about the school. 
2. Establish confidence in the school. 
3. Rally support for proper maintenance and upgrading of school facilities. 
4. Develop an awareness of the importance of education in a democracy. 
5. Improve the partnership concept by uniting parents and teachers in 
meeting the educational needs of children. 
6. Integrate the home, school, and community in improving educational 
opportunities for all children.  
7. Evaluate the offerings of the school and the needs of the children in the 
community.  
8. Correct misunderstandings about the aims and objectives of the school. 
 
                                                                                              (Walling 1982: 19) 
 
The key is to create a dynamic programme that positions the school as an 
innovative and flexible institution within the community. This will ensure that the 
school is perceived as being part of the solution (Warner 2009:8). 
 
Peters (1987) states that a public relations programme should contain the 
following characteristics: It should involve everyone; it should be free of negative 
assumptions; it should enable flexibility and constant evolution; it should be 
developed on site and not outsourced; it should represent vigorous debate and 
creative thinking by all stakeholders; it must contain a timeline for action and 
review.  
 
A school public relations programme must be detailed to all school team 
members to promote effective communication and affirmative messages about 
the school. It is important that the school team members have a clear sense of 
the school’s mission and goals (Warner 2009: 37). As Warner detailed in the 
previous section, staff play an important role in the public relations efforts and 
therefore there must be “a plan for making each person in [the] school an active 
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member of the school team” (Warner 2009: 37). Techniques for improving staff 
communication is a priority and must include staff meetings, staff recognition, 
staff publications and e-communication, staff intranet, staff business cards, new 
staff orientation programme and welcoming programmes for all visitors and 
volunteers.  
 
Public relations consultant William Harms declares that the biggest public 
relations budget in the world would not matter if a school projects a poor image in 
its most basic communications. Before hiring a consultant or a public relations 
staff person or recruit a parent volunteer, schools should begin improving their 
public relations by evaluating everyday communications (Cited in Newquist 
2006). 
 
“A school PR programme seeks to provide that positive base of public opinion 
which, in turn, supports school administrators in their efforts to maintain and 
improve educational offerings” (Walling 1982:21). Schools build favourable public 
opinion by building an understanding of educational goals, purposes, 
programmes, and day-to-day operations (Walling 1982:21). The public relations 
plan should include the practice of good customer service in daily activities. Thus 
the school’s organisational culture must support good customer service as a 
value. This will encourage secretaries to answer the phone with a friendly tone of 
voice and receive visitors with positive smiles. 
  
Communication is the foundation for educational relationships and is essential for 
the development of a positive public relations programme (Lunblad and Stewart 
2005: 7). A school public relations programme attempts to inform the public about 
educational goals, opportunities, and philosophies. (Hildrup 1982:36). It should 
sustain a strong community support base over a period of time (Lunblad and 
Stewart 2005: 7). 
 
 
 
  
30 
A public relations plan should include eight basic elements: 
 
1. Situation: objectives cannot be set without a clear understanding of the 
situation. 
2. Objectives: these should be measurable and complement the 
organisation’s objectives. 
3. Audience: the programme should be directed toward specific and defined 
audiences or publics. 
4. Strategy: this describes how an objective is to be achieved 
5. Tactics: these are the specific communication activities that put the 
strategies into operation and help achieve the stated objectives. 
6. Calendar/ timetable: deciding when a programme should be conducted. 
7. Budget: this is a plan that details the amount of money allocated to 
executing the public relations programme plan.  
8. Evaluation: objectives are measured and budgets are assessed.  
(Wilcox et al 2007) 
 
According to Warner (2009: 6), a school’s public relations programme should 
inform the public about its programmes and activities; build confidence in what 
the school and staff are doing for its students; restore the partnership between 
parents, teachers, and community in meeting students’ needs; rally support for 
the total educational programme; and enrich the home, school and community by 
improving educational opportunities for all.  
 
Planning a public relations programme involves the coordination of multiple 
methods – news releases, special events, Web pages, press kits, CD-ROM 
distribution, news conferences, media interviews, brochures, newsletters, and 
speeches – to achieve specific results (Wilcox et al 2007). 
 
Orin K. Fulton of Agua Fria High School in Avondale, Arizona says that schools 
should publicise the student successes in everything throughout the community. 
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Schools should flaunt their good qualities in athletics, academics, performance 
groups and success rates. (Warner 2009: 6) 
 
Many schools have initially started simple public relations methods which have 
evolved into ongoing programmes. The following are ways some schools have 
started PR programmes: 
 
 A school board formed a public relations or communications committee. 
This committee composed of board members and staff who looked at ways 
that communication needs to be improved or enhanced in the school. A 
report with recommendations was eventually made on why more needs to 
be done and this was then the beginning of the school public relations 
plan.  
 
 A Superintendent recommended that a study be completed, such as a 
communication audit, to assess what the communication needs of the 
school were. 
 
 An upcoming bond issue referendum increased the need for a school to 
tell "its side of the story." Soon it became apparent to all involved that such 
a communication effort could not just be for a referendum as impressions 
are made every day in a school system.  
 
 An issue, decision, or crisis occurred and split a community, and attempts 
were made in putting the school and its community back together.  
 
          (NSPRA 2012) 
 
Often, consultants are called to assist with situations. “The need for public 
relations grows when key leaders see the worth and value the public relations 
function brings to the school system or agency” (NSPRA 2012). 
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2.10 Conclusion 
 
The concept of school public relations was defined to provide an explanation for 
its role within the world of education. This chapter attempted to provide an 
understanding of the various public relations techniques and detail the manner in 
which these can be applied in schools. This chapter focused on the value of 
school public relations and highlighted that although effective school public 
relations is everyone’s job, in the experience of the USA, the need for a 
professional school public relations person is crucial in the current Digital Age 
and can become important for schools within South Africa. The standards for 
school public relations professionals were detailed as set by the NSPRA and 
scenarios on how a few schools started a public relations programme were 
discussed briefly. This chapter detailed the elements of a good public relations 
programme and emphasised the importance of organisational culture as a 
fundamental element for excellent PR practice. This chapter also highlighted the 
benefits of implementing a PR plan for South African schools to identify what is to 
be done, how, and why it is to be achieved. The chapter concluded that when 
parents, students and staff share similar values it has a positive impact on the 
school’s organisational culture and this has a favourable influence on the effect of 
the school’s PR practices.  
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Chapter 3: Research design and methodology 
 
3.1. Introduction  
 
The following chapter describes the research design and methods that were 
utilised in an attempt to establish whether public relations is systematic or 
accidental in selected schools within the Uitenhage area. The research 
conducted sought to establish the answer to the research question via the 
content analysis of the interviews performed.  
 
3.2. Research Framework  
 
This section provides a brief overview of the research question, aims and 
objectives of the study, an explanation of the way in which the schools were 
selected, as well as a description of the way in which the analyses were carried 
out.  
 
3.2.1. Research Question  
 
This study aimed to provide perspectives that could help answer the following 
research question: “Is PR accidental or inherent within the school structure?”   
 
If the PR is inherent within the school structure then it is a pro-active strategically 
planned system that is part of the school’s planning and not just an afterthought. 
If the PR is accidental then it is a reactive process that acts as an afterthought 
and really happens ‘accidentally’ without planning ahead at all. 
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3.2.2. Aims and Objectives of Study  
 
The research aim of the study was as follows: To determine whether the Modern 
Age of School Public Relations has arrived in Uitenhage schools. 
 
The objectives of this treatise were as follows: 
 
1. To identify and describe the current practice of public relations activities 
within selected public schools. 
 
2. To investigate whether public relations activities are implemented 
systematically or accidentally.  
 
3. To formulate a set of criteria based on the literature reviewed to improve 
current public relations practices within Uitenhage schools. 
 
4. To propose a systematic public relations plan, based on the Modern 
Approach, for Uitenhage schools to implement. 
 
 
3.3 Research design and methods 
 
 
Anchored in Lunblad and Stewart’s (2005:1) statement that every school has 
public relations whether wanted or not, it is presumed that all schools practise 
some sort of public relations. Based on this declaration, a few schools within the 
Uitenhage area were invited to participate in this research study (see Attachment 
1).  
 
The schools that were invited to participate in the research study were selected 
based on the following principles of similarities:  
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 School size. Each of the schools needed to comprise a minimum of 500 
learners and a maximum of 800 learners. 
 
 Staff volume. The schools had to have a staff force consisting of a 
minimum of 25 staff members and a maximum of 50.  
 
 Structure. All of the schools had to be structured according to the South 
African Department of Education’s Model C arrangements which include 
the recognition of the schools as legal personae with the transfer of 
ownership from the state to the schools concerned, subject to certain 
conditions. The education department concerned is responsible for the 
salaries of teachers (but not their employment, since governing bodies 
became the employers), and the governing bodies being responsible for 
the raising of all other recurrent costs. ( South African Government 
Information 1996 cited on 
www.info.gov.za/whitepapers/1996/education2.htm) 
 
 Established for at least 50 years. Each of the schools was required to be 
established within the community already and have rich historical roots 
and traditions.  
 
 Financial situations. All schools had to be perceived as financially stable 
within the community. 
 
Three public schools confirmed their willingness to participate in the study and 
were then questioned in an attempt to identify and describe the current practice 
of public relations activities within their school (see Attachment 3).  The research 
for this study was gathered using a qualitative approach.  
Based on the literature reviewed in Chapter 2, a set of criteria was formulated to 
assist with the assessment of current public relations practices and to act as a 
guide to improve the practice of public relations within the public schools of 
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Uitenhage. A table consisting of these criteria was drawn up and completed for 
each school. Below follows a sample of this table: 
Criteria of current public relations practices within Uitenhage 
PR Practice School A School B School C 
PR person present (full time or 
part time) 
   
Job description    
Public relations programme 
utilized  
   
Press releases    
Press kits    
Featured in published magazine     
Featured on television    
Published in newspaper    
Featured on radio    
Frequency of news distributed to 
media 
   
News conference    
Special events     
Fundraising events    
Open day    
Website    
Prospectus    
Flyer    
Pamphlet    
Brochures    
School magazine    
School newspaper    
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The results of each school’s evaluation was analysed based on the above criteria 
to determine whether their public relations activities were accidental or part of a 
systematic public relations programme.  
 
The findings of this study presented an opportunity to propose a systematic 
public relations plan based on the Modern Approach for Uitenhage schools to 
implement.  
Advertising    
Promotional video of school    
Multi-media presentations    
Newsletters to parents    
Staff newsletters    
Student newsletters    
Crisis Communication Plan    
Audiovisual presentations    
Staff meetings     
Noticeboards for students    
Parent/ student handbook     
Motivational presentations    
Website    
School Facebook page    
Exhibitions    
School alumni association    
Charity support    
School-bus advertising    
 Off-campus displays    
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3.4. Ethical considerations 
 
All three schools requested to remain anonymous during the study. To respect 
their appeal the schools are referred to as school A, B or C for the duration of this 
paper. Only the researcher is able to identify between the respondents.  
 
As the research took place in the form of interviews with principals or members of 
the school management team, all correspondence was handled with utmost 
dignity and respect and in no way demeaned anyone involved. 
 
3.5 Conclusion  
 
The literature review along with the detailed analysis, and comparison of the 
three schools in Uitenhage with the literature gathered, attempted to provide 
evidence that assisted in answering the research question posed as well as the 
aims and objectives outlined.  
 
The subsequent chapter strives to provide the detailed findings of the research 
conducted.  
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Chapter 4: Characteristics of Schools Researched 
 
4.1. Introduction  
 
This chapter provides the detailed characteristics of the three schools researched 
in terms of the current public relations practices and preparations. Based on the 
literature reviewed in Chapter 2, a set of criteria was formulated to assist with the 
assessment of current public relations practices and to act as a guide to improve 
the practice of public relations within the public schools of Uitenhage. 
 
The findings of each school have been tabulated based on the criteria and can be 
found in the Attachments section (Attachment 4) following the conclusion of the 
paper. The individual analyses of each of the schools are followed by a detailed 
discussion in the next chapter where the schools are compared with one another 
and the current public relations practices and preparations are investigated.  
 
 
4.2 School A 
 
This school has a teacher dedicated to the PR efforts of the school but also 
describes its public relations role as a practice carried out by all teachers of the 
school as the need is presented. Their main responsibility for public relations is to 
foresee that all media requirements are met and to play a role in the organising of 
events, advertising and improving communication needs where possible. 
 
Newspapers, magazines, radio and the internet are the distribution channels this 
school employs to communicate its various news.  
 
This school practises various public relations activities and puts great effort into 
its liaison with local print media specifically with the local newspaper to which it 
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distributes news releases on a weekly basis. It uses this means to congratulate 
achievement, advertise up-coming events and career posts, and to offer 
condolences. This school has not prepared press kits before and has not felt the 
need to coordinate a news conference. 
 
School A hosts various events on an annual basis which are organised by the 
relevant teachers concerned. Fundraising is an important component of this 
school’s events. This school also hosts an open day where parents and 
prospective learners attend a meeting and view a video comprising what the 
school is all about.  
 
This school uses a website designed by a teacher in the school and it is updated 
every two months. Facebook is a communications tool that this school makes use 
of every week to update all accomplishments and make announcements to 
parents, learners and alumni.  
 
Marketing tools used by School A include brochures, promotional gifts and 
merchandise, and a school prospectus. This school also distributes a school 
magazine comprising the year’s news and activities, to all learners on an annual 
basis. 
 
School A does not implement off-campus displays and exhibits as a means for 
increasing awareness among its external audience but instead it uses its school 
bus as an external branding tool. 
 
Staff meetings are held daily in the morning and quarterly for planning purposes. 
All the learners attend an informal assembly on a daily basis and a formal 
assembly once a week. The assemblies do not make use of multi-media 
presentations. This school also uses notice boards as a communication tool to 
reach the learners. 
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This school holds quarterly parent evenings and also communicates with its 
parents by means of a ‘Newsflash’ which is a brief document consisting of text 
only. 
 
School A participates in various community projects by treating the elderly, 
donating various goods and clothing to charity organisations and supporting 
animal organisations.  
 
This school does not have a crisis communication plan in place, nor does it have 
a specific plan for the implementation of public relations activities.  
 
 
4.3 School B 
 
This school has a person employed as a Public Relations Officer for three days a 
week with the responsibilities for media liaison, publicity and promotions, events, 
assisting with the school magazine and maintaining the school website. 
 
On a weekly basis this school prepares and distributes press releases to a wide 
variety of local newspapers and has already received a few front page 
opportunities. When the need appears, this school prepares press kits which are 
presented to news reporters on arrival. Although news reporters have visited the 
school for coverage opportunities, School B has not hosted a news conference 
before. 
 
School B has been published in a national magazine and a few local school 
magazines and has been featured on SABC News for outstanding national 
achievement. This school also distributes news to radio stations in the area. 
 
Special events are a substantial part of this school’s operational activities of 
which many are used as fundraising opportunities for upgrading intentions within 
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the school. This school does not host an open day event as it receives an influx 
of applications each year. Instead it hosts special orientation events for new 
learners to the school. 
 
This school pays a monthly fee for a user-friendly website which is updated with 
news and photographs more than twice a week. School B makes use of an 
interactive facebook page which it updates with fresh activity at least three days a 
week to stimulate engagement between current and past learners of the school.  
 
School B does not have a prospectus, brochure or pamphlet but instead uses 
handbooks highlighting the code of conduct for parents and students. 
Promotional videos of school activities are used to advertise the school at various 
in-house events. The school does not use school-bus advertising but has instead 
attempted to use off-campus displays and exhibits.  
 
Quarterly newsletters are distributed to the parents to update them on the latest 
happenings and to provide additional information for upcoming events or any 
changes which might occur. This school does not make use of staff- or student- 
newsletters but instead uses notice boards to display the necessary information. 
In addition to this meetings are held daily for staff members in the morning before 
the start of the school day to discuss important information, and quarterly for 
extensive planning purposes.  
 
Students are communicated to by means of assemblies held twice a week and 
notices being read out daily over an intercom. Motivational audiovisual 
presentations are used during assemblies to highlight clips of the weekly 
activities at the school. 
 
This school supports numerous charities on a consistent basis to teach the 
learners about helping others and to improve the overall well being of people and 
animals in the local community. 
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This school does not have a specific Crisis Communication Plan but does 
however have evacuation procedures in place for fire and bomb threats. 
 
School B states that it has attempted to follow a public relations plan but that it 
was challenging to maintain owing to the limited amount of time allocated to the 
PR person per week. Instead the public relations person was practising 
spontaneously as the various needs emerged on a daily basis. 
 
 
4.4 School C 
 
School C has an outside professional employed as a Media Liaison Officer for 
two days a week. The job description for the Media Liaison Officer includes 
liaison with the press and other media while preparing press releases and 
collecting and creating video material and photographs. Coordinating the school 
magazine, keeping the website up to date, and planning events all form part of 
the job description.  
 
News releases are prepared every two weeks and distributed to various local 
media. Press kits have been prepared for special events and given to reporters 
on arrival. A news conference has not been held at this school before. 
 
This school has had a few front page opportunities in the local newspaper and 
has been published in local school magazines. School C has not featured on 
television but has featured on radio to publicize special events. 
 
Fundraising events play a very important role in this school with great parental 
involvement especially since these events finance various upgrading projects. 
Special events are frequently organized to celebrate milestones and 
achievements of learner development. This school spends a great deal of time 
planning an open day for prospective learners and parents. Promotional banners 
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are used to aid signage around the school and a presentation is prepared. In-
house exhibits are showcased but not displayed off campus. Promotional video 
clips are created for display at special events. 
 
Each parent is presented with a professionally printed prospectus and handbook 
detailing all the necessary information. Pamphlets and brochures are distributed 
upon visits to the school and a school magazine is put together each year to 
showcase all the latest news and events. School C does not own a bus and 
therefore does not make use of school-bus advertising. 
 
Letters are sent to parents on a weekly basis to keep them informed of all 
happenings and to make them aware of any important changes or additions.  
Newsletters were briefly distributed to parents but were then unavoidably 
discontinued. Learners attend a weekly assembly and staff a weekly meeting. 
Notice boards are used to communicate all necessary information to staff 
members.  
 
Similarly to School B, this school pays a monthly fee for a user friendly website 
which it updates with news and photographs on a weekly basis. Facebook is 
used weekly to update news and interact with past learners and potential parents.  
 
This school is involved in quarterly charity drives to teach its learners to get 
involved in making a difference. 
 
This school does not have a Crisis Communication Plan in place. Although 
school C does not have a comprehensive public relations programme for all 
activities as a whole, it instead uses a public relations plan for specific events 
only. 
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Chapter 5: Research analysis, findings and discussion 
 
5.1 Introduction 
 
This chapter strives to highlight some of the similarities and differences that exist 
between the three schools analysed in terms of their current practice of PR with 
their internal and external audiences as well as with the media. The findings of 
each school’s evaluation as analysed based on the criteria composed from the 
literature review will be inspected to determine whether their public relations 
activities were accidental or part of a systematic public relations programme. This 
chapter proposes a few core ideas and sample plans for schools to implement in 
a systematic public relations plan to assist with the practice of proactive PR.  
 
 
5.2  PR practice in schools 
 
The research findings show (See Attachment 4) that all three schools have 
someone dedicated to coordinating the public relations activities of the school on 
a part-time basis. Based on this finding it can be interpreted that each school has 
realised in some small way or another, whether fully grasping or not, that PR 
plays an important role within the educational realm.  
 
School A has a teacher with a background of PR knowledge responsible for its 
public relations activities and also acknowledges that all other teachers play a 
significant PR role within the school. School A’s teacher spends half of each day 
teaching and the other half focused on PR related activities. Schools B and C 
have both employed a professional PR person on a part-time basis to manage 
the daily public relations tasks as they arise.  
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Although Schools A and C did not have a public relations plan, School B stated 
that they attempted to use a plan for implementing most PR efforts. However, the 
PR person detailed that it was challenging to adhere to the plan as the PR role 
was adapted to meet imperative daily needs as they surfaced. According to 
School B, a lot of time was spent gathering news and scheduling times for 
photographs.   
 
Since School A uses a teacher to practise the school’s public relations activities it 
could be presumed that it is not focused PR because teachers are usually 
teaching most of the day. Thus it is deduced that the teachers in School A 
practise PR in between classes, administrative periods, after school or even in 
conjunction with an extramural. Schools B and C have a PR professional focused 
solely on implementing a variety of public relations related activities for three and 
two days respectively.   
 
Based on the information that none of the schools practise public relations 
according to a specific plan it would appear that PR is not in accordance with the 
school’s overall systematic plan to achieve certain objectives, but is rather 
reactive and executed as required.   
 
 
5.3 Media relations 
 
Although it was discerned that none of the schools selected practised PR 
according to a plan it was interesting to research whether particular individual 
public relations activities were planned or spontaneously exercised as the need 
presented itself.   
 
All three schools described media relations as one of the main parts of the job 
description for the personae responsible for implementing PR. This illustrates that 
these schools value media relations as a priority for public relations practice. To 
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substantiate their priority for media relations as a PR priority it was further 
investigated that all three schools attempt to distribute news to the media as 
frequently as once a week. 
 
Schools A and C stated that they did not have a specific preplanned approach for 
creating and distributing press releases but that they composed press releases 
as the opportunities occurred within the school. It was very interesting to note that 
School B revealed its detailed week by week time schedule for creating press 
releases which included the media channels to which these would be distributed. 
When asked how School B established this plan its response was that it used the 
school calendar of events as a basis for mapping a detailed implementation plan 
and that it included space for spur-of-the-moment publicity opportunities.  
 
School B’s press release schedule included the allocation of time to prepare 
press kits to present to invited media representatives upon arrival at special 
events. School A stated that it had not needed to prepare press kits as yet while 
School C replied that it had prepared press kits only for certain special events 
where media representatives were invited to the school.  
 
The schools expressed that news conferences have not as yet been used as a 
communication channel. This could possibly be because they have not yet 
experienced a public crisis or because they do not understand its course of action 
and how it could be implemented into the school context.  
 
All three schools have implemented various fundamental communication 
channels as a means to convey certain messages and images of their schools. 
They have all featured in local magazines for schools and have used radio briefly 
as a communication tool. School B has made use of an additional communication 
channel as they explained their use of a local news station on television as a 
means to share their outstanding national achievement. The fact that School B 
has a professional PR person proposes that this distribution channel could have 
been used as a result of the PR person’s diverse contact list or because this 
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school’s remarkable achievement makes this information more newsworthy than 
possibly previous unsuccessful attempts on behalf of School B or even Schools A 
and C. 
 
 
5.4 Marketing communications 
 
Although all of the schools pronounced their use of brochures and a prospectus, 
it must be acknowledged that School C’s brochures, prospectus and hand book 
made a more positive and professional statement in comparison to Schools A 
and B. School C explained that a considerable amount of money, which was 
fundraised from various events, was spent on the printing of high quality 
documents designed by the PR person. In addition to what Schools A and B have 
as marketing tools, School C also displayed their high quality printed banners. 
 
School C states that it had a specific proactive plan to generate promotional 
material for the school and thus created a variety of material. Schools A and B 
explained that they created marketing material as it was needed in the school 
which is how School A had signage positioned on its school buses for 
identification and promotional purposes. School C does not own any vehicles but 
School B does. School B, however, has not yet explored the signage avenue but 
has instead invested time creating high definition video material for promotional 
purposes at special events and school assemblies. School B has accumulated a 
digital portfolio of high definition video footage to be used for promotional 
purposes. 
 
Schools B and C each have specific proactive plans in place for their solitary PR 
activities in which they outshine the other schools in comparison. Based on this 
analysis it is evident that some sort of proactive plan provides certain strengths 
which could possibly lead to competitive advantages over other schools. Taking it 
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a step further, this analysis possibly provides an optimistic outcome for using a 
systematic PR plan which encompasses all PR related activities. 
 
5.5 Internal and external relations 
 
All three schools make similar use of a variety of PR practices targeted at 
reaching the internal and external publics. Schools A, B and C all make use of 
special events as a public relations activity to reach the internal and external 
publics of their schools. Although it is not clear how many events each school 
takes on, it is clear that many of these events form the basis of each school’s 
fundraising endeavours.  
 
It appears that each school undertakes the same activities to reach their learners, 
staff and parents by means of newsletters, assemblies, meetings and school 
magazines. Based on this it gives the impression that good communication 
activities are in place to reach parents, staff and learners. For the intention of this 
treatise, it is not necessary to measure these PR activities for example by 
totalling the number of parents who attend the meetings or the number of parents 
who read the newsletters, but rather to identify which PR practices are performed 
and whether they are proactive or spontaneous. This treatise could possibly act 
as a basis for further study whereby the PR activities of each school are 
measured and compared to determine the effectiveness of the PR effort linked 
either to a dedicated strategic plan or spontaneous efforts. The assemblies and 
quarterly parent meetings of each school form part of an annual proactive plan. 
School A and B have dedicated quarterly slots for distributing newsletters which 
they plan proactively throughout the term. School C, however, does not send out 
a newsletter at a preplanned time during the quarter but instead creates and 
distributes newsletters spontaneously as the need arises.   
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Each of the schools has a website and a social media page on Facebook in an 
effort to reach an online community consisting of both internal and external 
audiences. Alumni have the opportunity to engage and interact with their old 
schools and outsiders can view the daily differences that each school is making. 
All of the schools detailed that the updates on their websites and Facebook 
pages were spontaneously done as the need surfaced and were therefore not 
done according to a specific proactive plan.  
 
 
5.6 Proactive school public relations 
 
Developing a school public relations plan should be a minimum prerequisite for 
each school with the intention of practising PR to achieve the school’s objectives. 
A few objectives could include increasing awareness of the school, building and 
improving the school’s image, increasing school participation and creating 
ambassadors who match the organisational culture of the school and as a result 
naturally do good PR. 
 
It is important to note that a school PR plan cannot change the reality of the 
school’s ‘products’, its educational value or the nature of its organisational 
culture.  No PR plan has the possibility to be successful if the school’s condition 
is substandard. School PR can be successful only if the school’s ‘products’ are 
relatively good.  PR does not create quality education but rather enhances 
positive relations between its various internal and external publics to promote the 
school’s existing quality education. PR acts as a toolbox consisting of various 
tools which schools can use to change perceptions, increase awareness and 
improve behaviour.  
 
If the PR is inherent within the school structure then it is a pro-active strategically 
planned system that is part of the school’s planning and can assist with achieving 
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the school’s objectives. However, if the PR is accidental then it is an ad hoc and 
hasty process which serves no major measurable part in the school’s vision. 
 
The findings of this study presented an opportunity to propose a systematic 
public relations plan to give schools in Uitenhage, but not limited to this area, 
ideas for proactive implementation purposes.  
 
 
5.7 Models for school PR practice 
 
There is no one-size-fits-all kind of approach to school public relations. Each 
school is different in size whether it be physically or financially and these 
differences can have an impact on the extent to which public relations is 
practised. The context of the school will also have an influence on the 
communication methods, techniques and media used. 
 
Based on the research findings that the selected schools practised some sort of 
PR, it can be deduced that most other schools also do so. PR is naturally part of 
a school whether it is practised accidentally or strategically planned. In an 
attempt to make a success of the school’s PR efforts and use these tools to 
achieve the school’s objectives and to authenticate its mission and vision, it is 
necessary that it is planned accordingly. This statement could be endorsed by 
Harvey MacKay with one of his famous quotes that states “if you fail to plan, you 
plan to fail”. 
 
In an attempt to create an arrangement of PR, three models for school PR will be 
proposed to provide a structure for schools to identify certain PR tools and 
establish the extent to which these will be practised. Depending on each school’s 
financial situation and individual needs they could adopt a certain model and use 
these guidelines as a starting point or a means for improving their current PR 
practice.  
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School PR could be modeled and practiced on a minimum, standard or advanced 
approach. These models will be discussed below. 
 
5.7.1 Minimum school PR 
 
 Public relations programme. The school should have a detailed plan for 
implementing PR activities in alignment with the school’s vision and 
objectives. Working according to a plan allows for strategic implementation 
which works towards achieving the school’s goals and creating a specific 
culture of positive communication which is the driving force behind good 
PR to be practiced by staff and students. 
 
 Monthly distribution of news to at least one type of media channel, possibly 
using print media by means of the newspaper. The school could invite the 
newspaper to cover interesting happenings at the school. 
 
 Regular interactive meetings are a fundamental communication means 
with parents especially if some cannot read. These meetings should be 
interesting for parents and they should leave feeling connected to the 
school. Learners could provide short pieces of entertainment throughout 
the meeting to create a vibrant atmosphere. 
 
 Separate notice boards for internal communication and motivation 
purposes for staff and learners. These notice boards must be updated 
regularly and give recognition to staff and learners who have achieved or 
deserve acknowledgement.  
 
 Media log book or display cabinet in the school’s foyer. The school should 
collate all published newspaper clippings or any additional published 
material. This will give visitors the opportunity to connect with the school’s 
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culture and success and also instill a sense of pride in the learners and 
staff.  
 
5.7.2 Standard school PR 
 
This next level of school PR includes the requirements of minimum school PR as 
well as the following:  
 
 Distributing press releases at least twice a month to a minimum of two 
different types of media channels, possibly print, electronic or new media. 
 
 Special events. All events can be used as a PR opportunity to create a 
positive image of the school and accomplish the school’s objectives.  Each 
event can be evaluated by means of a survey (please see Attachment 5) to 
measure its success.  
 
 Press kits. These should be customized for each event and contain all 
relevant facts and figures of the school, current press releases, 
background information, relevant photographs on CD, and all other 
necessary information.   
 
 Newsletters to parents. Parents should always feel that they know what is 
happening in the school and newsletters provide this opportunity.  
 
 Promotional video of school. As a standard schools should have at least 
one video which is used to promote the school. Open days present an 
ideal opportunity to showcase this type of video.  
 
 School Facebook page.  This form of social media presents free 
opportunities for the immediate dissemination of information to most 
internal and external audiences of the school. If updated consistently this 
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PR tool can assist with creating a positive image of the school. 
Opportunities are provided to establish a strong connected community and 
for addressing any issues directly.  
 
 Website. Each school should have a website which is allows anyone with 
an internet connection to access relevant information and school 
documents. Websites should be current as this creates a positive image of 
the school. An outdated website symbolizes an outdated school. 
 
 Off-campus displays. Learners and parents should identify their school in 
the community as this instills a sense of pride for being part of the school. 
Displays in supermarkets allow for the school to be identified amongst its 
external audiences.   
 
 School alumni association. Create a community. Facebook allows valuable 
opportunities for the school’s past, present and future to engage and 
create a community.  
 
 School-bus advertising. If the school owns a vehicle this should be 
branded with the school’s name. This provides opportunities for increasing 
the school’s identification amongst its external audiences.   
 
 Charity support. Schools should give back to the community by supporting 
local charities. Learners could provide academic assistance at 
disadvantaged schools and this could provide numerous image-building 
opportunities for the school.  
 
 
 Crisis Communication Plan. Each school should have some sort of plan in 
place to address a variety of crises. This will assist with brainstorming PR 
techniques in advance that could be used for communication purposes 
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during a specific crisis. Staff and learners should be provided with this 
information in an attempt to address crises according to the school’s 
suggested approach.  
 
 Basic design for prospectus, pamphlet, school magazine and 
student/parent handbooks.  
 
5.7.3 Advanced school PR 
 
Advanced school PR includes the requirements of the minimum and standard PR 
practice as well as the following:  
 
 Weekly distribution of newsworthy press releases to all media channels 
including print, electronic and new media. These include a variety of the 
following: newspapers, magazines, radio, television, online blogging, 
Facebook, Linkedin, Twitter, Tumblr, Pinterest and YouTube.  
 
 Internal communication campaigns for staff and learner development and 
motivation. This could also assist with designing and shaping a distinct 
corporate culture of good communication.  
 
 News conferences. Schools can use news conferences to address a crisis 
or to publicise exceptional achievement. The school should be creative 
and collaborate various newsworthy videos to be displayed at such 
conferences.   
 
 Audiovisual news broadcasts. Learners can report on various school 
events using a video camera and prepare a newscast of highlights to be 
showcased during assemblies or school events. In addition learners can 
prepare pre-recorded audiovisual presentations for motivational and 
informational purposes  
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Professional, high quality designed material which aligns with the school’s 
corporate identity. These can include an exceptional quality printed 
prospectus or parent/student handbook and various branded promotional 
material such as banners and gifts. 
 
 Exhibitions. Schools should prepare special exhibits and presentations for 
educational fairs and feeder schools where applicable.  
 
 Student portal access on school website. The school website provides 
interactive possibilities for students. Teachers can upload learning 
material, test papers or classroom presentations on the school’s website 
which can be accessed by students via a password protected student 
portal. Similarly, personal portals can also be created for staff and parents 
to provide specific documents and audience-specific information. 
 
 
5.8 Practical guidelines for PR practice in schools 
 
A step by step guide has been created for schools to use as a model for the 
implementation of PR in schools. An example will accompany each step and will 
make mention of School X as a fictitious institute for illustration purposes. 
 
5.8.1 Step 1: Identify the school’s internal and external audience. 
 
The purpose of distinguishing the school’s internal and external audience is to 
acknowledge that the school has a variety of publics. These publics need to be 
communicated with to develop positive relations which can assist in achieving the 
school’s goals. 
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Example: 
The internal audience of School X consists of the School Governing Body, 
teaching and administrative staff, current learners and parents. The external 
audience consists of past learners; prospective learners, parents and staff; 
members of the local community; the private sector and also other educational 
institutions.  
 
 
5.8.2 Step 2: Describe the school’s mission, vision and needs. 
 
The PR person should specify the school’s mission statement and be familiarized 
with the desired image and core purpose. This could provide valuable direction 
for the PR plan and aid with establishing the school with a competitive 
advantage.    
 
A Communications Audit should be performed to assist with identifying the 
school’s public relations needs. This should be initiated during a meeting with the 
school management team and school governing body to facilitate the discussion 
of the school’s strengths, opportunities, threats and weaknesses. This will provide 
valuable insight with determining the school’s needs and assist with articulating a 
main goal which is to be the focus point of the PR plan. 
 
Example: 
School X has various strengths, weaknesses, opportunities and threats which 
can be used as a basis for developing a PR plan to accomplish the school’s main 
goal which is to improve its overall image.  
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5.8.3 Step 3: Start a basic PR plan. 
 
The PR plan must be coordinated with a schedule detailed with deadlines and 
checklists for each happening. This will aid direction towards practising strategic 
PR in an attempt to achieve the school’s objectives while validating its vision and 
mission. 
 
 
 Objectives 
 
The PR plan must describe an objective for both the internal and external 
audiences of the school in an attempt to achieve the school’s main goal. 
 
Examples: 
 
The objectives of School X could include the following: 
 To empower all staff members with positive attitudes to reflect a positive 
image of the school.  
 To motivate and inspire all learners to be ambassadors of the school.  
 To increase positive coverage of the school by 30% by means of print, 
electronic and interactive social media between January 2012 and December 
2013, compared to January 2010 and December 2011. 
 To increase awareness of the school among external stakeholders by 50% 
before December 2013 compared to efforts delivered between January 2010 
and December 2011.  
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 Overall strategy 
 
The strategy should detail the school’s overall approach for implementing its PR 
tactics. The strategy should provide a framework for executing the tactics which 
are aimed at achieving the objectives to accomplish the main goal. 
 
Examples: 
 Use innovative and interactive communication tools to communicate the key 
message targeted at the school’s internal and external stakeholders while 
accomplishing the set goal and objectives. 
 Use professionally designed material, which aligns with the school’s corporate 
identity, to illustrate the key message while accomplishing the set goal and 
objectives. 
 
 Measurement 
 
The objectives must be measurable as this assists with determining whether 
they have been attained or not.  
 
The objectives of School X could be measured as follows: 
 To empower all staff members with positive attitudes to reflect a positive 
image of the school. This will be measured with a pre-campaign survey during 
December 2011 compared to a post-campaign survey during December 2013. 
 To motivate and inspire all learners to be ambassadors of the school. This will 
be measured with a pre-campaign survey during December 2011 compared to 
a post-campaign survey during December 2013. 
 To increase positive coverage of the school by 30% by means of print, 
electronic and interactive social media between January 2012 and December 
2013, compared to January 2010 and December 2011. 
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Pre-campaign and post-campaign online polls and surveys will be 
implemented to evaluate the effectiveness of this objective. See Attachment 
7: Online polls and surveys. 
 To increase awareness of the school among external stakeholders by 50% 
before December 2013 compared to efforts delivered between January 2010 
and December 2011.  
Website traffic can be monitored on a monthly basis. This can be an effective 
measurement tool to determine the fulfilment of this objective. 
Questionnaires should be completed within the community whenever the 
school executes relational opportunities with this external audience. 
 
 Calendar 
 
The school’s personal calendar should form the basis of the PR calendar 
especially since each school event provides a valuable PR opportunity.   
 
Two different calendars should be created, an overall calendar and a detailed 
calendar. 
 
 Overall calendar 
 
An overall calendar should briefly illustrate how the happenings for the PR 
plan have been dispersed for the year and to provide a summary for the 
year’s direction. 
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Example: 
 
 
  Detailed calendar 
 
A detailed calendar should describe itemized checklists for month to 
month happenings which are in accordance with the overall calendar. 
 
Example: 
  
  PLANNING, IMPLEMENTATION and SCHEDULING  EVALUATION 
 Media Duties 
JUNE    
 25- Drama 
Talent Show: 
14h00-
15h00 
UD News 
Sky Mag 
 
23- Prepare generic articles for each media 
25- Photograph learners’ performances 
25- Photograph winners and interview them 
25-Submit to Sky Mag 
30 July- 
Determine how 
many media 
covered this topic. 
Activity  JAN  FEB   MAR APR   MAY JUN JUL AUG SEP  OCT  NOV  DEC  
PLANNING  
Research and 
Planning  
X  X  X           
IMPLEMENTATION  
Tactic 1 X X X  X  X  X  X  X  X  X  X  X  
Tactic 2      X  X  X  X  X     
EVALUATION  
Evaluation of 
campaign 
success  
          X  X  
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26- Finalize articles 
26- Approve articles 
26- Distribute editorial to media 
24 July- File news clippings 
24- Insert data into Media Log Book 
 
5.8.4 Step 4: Recruit a PR team 
 
The PR person could appoint teams of people for each internal and external 
public. Learners, staff and parents can be trained and empowered with 
opportunities to learn cutting-edge industry-related skills and techniques and 
provide numerous opportunities to reach the school’s specific publics on a 
consistent basis. 
 
 Student Communications Committee 
 
The PR person should appoint a team of at least 10 learners via an interview 
process. These learners should be reliable, creative and available to report on 
the school’s happenings on a consistent basis. 
 
These learners should undergo training whereby the PR person could 
facilitate practical workshops for guidance on how to write press releases and 
make them newsworthy with certain angles. The PR person could also train 
learners to take effective photographs to supplement articles. The learners 
could receive public recognition on the school website and perhaps a byline in 
the newspaper. 
 
The school calendar of events can be divided amongst the learners who will 
be given the responsibility of generating newsworthy material. This material 
must then be supplied to the PR person according to a prearranged deadline.  
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These learners could provide valuable assistance by obtaining material for the 
PR person to edit, manage and distribute to the specific publics via the school 
website, facebook page and even to various newspapers.  
 
 
 Staff Communications Committee 
 
A survey can be distributed amongst the staff to survey their specific skills 
(See Attachment 6: Staff Skills Survey). 
 
Based on the results of the survey, staff can be selected and requested to join 
the Staff Communications Committee. Brainstorming sessions can be held 
with staff to identify their suggestions on how to get the staff involved with 
achieving the main goal and objectives. This could also be an opportunity for 
staff to raise any issues which can be addressed by means of the PR plan.  
 
Staff can be trained and empowered to assist with organising internal 
motivational sessions. Staff can also assist with suggesting tactics for the PR 
person to include in the strategic plan to create an engaging organisational 
culture rich with a positive flow of communication.   
 
 
 Parent Communications Committee 
 
The aim of gathering a parent communications committee is to gather an 
understanding as to how parents want to be communicated to and also to 
devise specific tactics to reach them.  
 
Parents can assist with brainstorming ideas targeted at their own public 
with the intention to increase parental support and involvement. This could 
empower parents with responsibilities and assist with creating a cohesive 
school culture.  
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A circular can be sent out to all parents to introduce the process of 
selecting a parent per class. It must be emphasised that these parents will 
act as communication representatives and assist with PR opportunities. 
Alternatively this idea could be presented at a quarterly parent meeting. 
 
5.8.5 Step 5: Conceptualise audience-specific PR tactics  
 
When meeting with the Student Communications Committee, Staff 
Communications Committee and the Parent Communications Committee, various 
audience-specific needs can be brainstormed. These ideas can assist with 
creatively conceptualizing appropriate strategies and tactics exclusively for those 
specific publics.  
 
Tactics are PR methods employed to support the strategies and achieve the set 
goal and objectives. Below are examples of tactics used to support the objectives 
of School X. 
 
Examples: 
 
The tactics of School X could include the following in an attempt to achieve their 
set objectives as stipulated above in 5.8.3: 
 
 Tactics to empower staff members with positive attitudes  
 
Motivational sessions with staff (teaching and non-teaching) 
 
One motivation session should be held per term, four per year, to uplift, 
inspire and motivate the staff. Audio-visual material should be produced 
passionately to empower the staff to make a difference and be the best that 
they can be.  Each session should focus on the motivational aspect but also 
include a practical part where the staff learn something new to implement in 
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their daily routine. This could be a stimulating practical workshop on how to 
implement technology in the classroom using current trends or contemporary 
tips for classroom management.  
 
 
Staff starter-pack 
 
Prepare professional starter packs for new staff. Have an orientation week 
and programs for all new staff to ensure that they feel at ease and comfortably 
adapt to the school’s unique routine and traditions. New staff should be 
allocated a mentor to assist with integrating into the new school environment. 
 
 
Skills workshop 
 
Do a survey among staff to gather information regarding their talents, 
strengths and interests (See Attachment 6). This information could be utilized 
to position staff accordingly within the school’s extra-curricular program. In 
addition, the staff members could be inspired to host interesting skills 
workshops aimed at developing learners. This will empower passionate staff 
to impart additional knowledge to the learners which will empower them too. 
 
 
Survey 
 
Implement a survey to investigate the feelings of this internal stakeholder 
group towards the school. This is very important as this will have a direct and 
indirect influence on the school’s image. 
 
 
 
Gratitude Grammys 
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This event should take place once a year as the end of year function to 
provide public recognition to staff members who have contributed to the 
school. Various prestige awards must be awarded to individuals based on 
merit concluded from an exclusive rubric set up by the principal. Special 
trophies and certificates should be made as symbols for these awards where 
staff members can take the ‘grammy’ home and keep it till the next year. 
Customised certificates should be awarded to those staff members who did 
not receive a trophy so that they are also recognised for their commitment and 
loyalty to the school. This will act as a motivational event to encourage staff 
members to work towards excellence which will ultimately benefit the school’s 
image. 
 
 
Staff Birthdays 
 
Staff members must be given special recognition on their birthday. The dates 
must be diarised and planning must be made accordingly. Purchase a special 
birthday mug and have a cup of coffee/tea/hot chocolate topped with 
marshmallows or a biscuit, delivered to their classroom. This will demonstrate 
to the learners that the staff members are valued at the school. 
 
 Arrange with a local florist in advance to have bouquets delivered to the 
school on scheduled days. Staff can receive their gifts in the morning meeting. 
The gift should be accompanied by a special card thanking the staff member 
for their valued contribution to the school.  
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 Tactics to motivate and inspire all learners to be ambassadors of the 
school.  
Notice boards 
Use the internal notice boards in the foyers to increase awareness of the school’s 
news, events and achievements. The notice boards should be revamped to make 
them look more attractive and appealing. 
  
  Achievement Hunt Campaign 
Introduce an achievement campaign amongst the internal stakeholders of the 
school. This campaign will act as a means to source achievements which can be 
an effective marketing tool for the school as well as a method to give learners 
recognition.  Posters can be designed and put in each classroom and throughout 
the school premises for advertising purposes and learner recognition. 
 
Brag board 
 
Display cabinets can be installed in the foyer area where the school has the 
most frequent traffic of staff and learners. This brag board must showcase all 
of the school’s achievers and accomplishments as well as newspaper 
clippings. This brag board must be updated weekly or as new information is 
accumulated. Staff members should be informed about this program by 
means of a descriptive flyer and mention should be made in the daily staff 
meetings.  
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Internal Exhibition 
 
An internal exhibition can be initiated on a weekly basis to display interesting 
and exceptional work. The display material can include paintings, drawings, 
models or literature pieces. Each class can continually be allocated a one 
week period on a rotational basis to exhibit curricular and extra-curricular 
items worthy of display. Tables and display boards can be decorated and 
branded for internal displays in the school foyer.  
 
 
Skills Workshops 
 
Quarterly skills workshops could be arranged for learners to empower them 
with practical ‘outside-of-school’ knowledge. The topics for these workshops 
could include the following: how to compile a CV, advanced usage of 
powerpoint presentations, how to organize an event, photography and 
videography education and practical editing demonstrations, and tips on how 
to study, make a speech or manage time. 
 
 
Student Starter Packs 
 
Professional starter packs can be prepared for new learners who enrol at the 
school. These should be given to grade 4 and grade 8 learners, but also any 
other new learners. These starter packs should include a promotional DVD of 
the school as well as information regarding the school’s culture, events, 
happenings, awards and procedures. 
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Orientation  
 
An orientation week can be planned with special programs for all new 
learners and their guardians to make them feel connected to the school and 
its culture.  
 
 
Achievers book 
 
The name of this book suggests the crème de la crème achievers of the 
school. Each month, learners or staff could nominate a learner who has 
excelled in academics, sport, cultural or social activities, to be recognised as 
the top achiever for that month. This information can also be accessed from 
the achievement campaign. An interesting box can be designed to contain 
the nomination forms and placed near the office. The prestige achievers book 
could be placed in the school’s foyer or waiting room for visitors to peruse. 
This will give visitors an idea of the motivational environment at the school. 
The finalists can receive recognition for their achievement by means of a 
special certificate which can be received on stage, and their photograph 
placed in the achievers book. 
 
 
Academic Workshops 
 
Academic workshops can be coordinated and planned by learners and 
supervised by teachers. Each subject can implement a workshop where 
learners share information and revise. For example, a Geography workshop 
can be arranged where Geography students teach everyone how to read a 
map, GPS and perhaps a compass. By covering interesting topics, the 
learners will be empowered to teach what they have been taught.  
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Shadow a teacher day 
 
Learners can be grouped together and allocated a teacher to shadow for the 
day. Teachers can show the learners how much time and effort goes into 
preparing interesting and interactive lessons. The teachers must allow the 
learners to be involved in the preparation process and perhaps even delegate 
part of the lesson for them to teach. This fun exercise will promote teacher-
learner union and will encourage the learners to respect their teachers more; 
especially when they see how much time and effort the teachers spend 
preparing lessons for them.   
 
 
Take a child to work day 
 
Once a year grade 11 and 12 learners could be given the opportunity to 
attend one day in the working world shadowing someone in their aspired 
career. The school could arrange with various businesses and use media 
organisations to assist with this process.  Learners can complete a form 
stating their career preferences and the school should allocate them 
accordingly. This event will be an essential period for the learners to gain 
practical knowledge about their desired career choices which will assist them 
with making career decisions. The learners can be prepared in advance and 
emphasis will be expressed on excellent conduct, respect and manners. The 
learners must be reminded to be ambassadors for the school and wear their 
uniforms neatly with pride. This event will be an excellent PR tool for the 
schools as it sends out its ambassadors to promote a positive image of the 
school. 
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Sports day 
 
The school can initiate a sports day devoted to physical activity for all 
learners. Popular upbeat music can play on the fields to create a vibrant 
atmosphere. Every learner should be encouraged to participate in every sport 
on offer. Various sports could be incorporated in this day. These could 
include soccer, tennis, hockey, netball, rounders, rugby, dancing and 
swimming if the weather permits. The learners can be grouped according to 
their class. The day can be divided into eight periods whereby rotation will be 
signalled between activities with a bell. This day is a fun day which aims to 
give glamour to sports, team spirit and camaraderie. A big tuck shop 
supplying healthy food must be present. Water must be available in 
abundance. This sports day must be a positive experience for learners to use 
their mind, body and soul. The school can use this event as an opportunity to 
discover learners with hidden talents and to create a healthy and connected 
culture.  
 
 
School sport 
  
When the school has home games there must always be vibrant music and a 
big tuck shop stocking a variety of healthy food. This will instill a sense of 
pride in the learners as their school is current and ‘cool’. The school should 
provide half-time drinks to all learners. Every sports team can have custom-
made team shirts to initiate strong school spirit. These could be fundraised 
for, or obtained through, sponsorship. Teams should be welcome to stay in 
the hostel, if existing, for team building the day before a sports match. This 
will foster positive unity and team building. A school mascot should be 
created and used at all home games including the away games of all first 
team sports. The learners could vote for a name for the mascot. A spirit team 
could be introduced where learners are focused on creating a supportive 
atmosphere filled with positive cheering. This team could encourage other 
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learners to get involved and cheer for their school team. All sport teams must 
be encouraged to support one another. 
 
 
 Tactics to increase positive coverage of the school. 
 
Positive relations  
 
The school can build positive relations with the local media by making contact 
with them on a regular basis. Professional invitations can be created and 
distributed to the local media to attend all newsworthy events and activities at 
the school.  
 
 
Distribute newsletters 
 
Contact all local media, especially those reporting on school news and ask 
whether they would like to receive an electronic copy of the school’s corporate 
newsletter. The media can be informed that this newsletter is distributed every 
two months and could provide ideas for potential stories. 
 
 
Focus on increasing print, electronic and social media coverage 
 
A constant flow of news releases concerning the school’s activities and 
achievements can be distributed to all media channels. This will provide the 
external public with information of the school’s news, events and 
achievements. Facebook can be utilised regularly as an essential channel to 
share positive news of the school.  
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Audio and visual promotion 
 
Videos of the school and its activities can be created and short clips can be 
uploaded on the school’s website as well as You Tube and Facebook. 
Learners could also record themselves on video and act as news reporters for 
the school. These videos can be resized and posted on You Tube with links 
on the school’s website and Facebook page.   
 
 
 Tactics to increase awareness of the school among external stakeholders. 
 
Provide Feedback 
 
Regular feedback and information should be supplied to the school’s alumni, 
sponsors, supporters and potential parents by means of Facebook, email and/ 
or printed newsletters. A data base of contacts should be established of past 
pupils in the school as well as the school’s supporters, sponsors, parents and 
old friends. Frequent contact must be made with these individuals and they 
should receive corporate newsletters. The contact details of the school’s 
graduates should be obtained before they leave the school. 
 
 
Corporate Newsletter 
 
The school could establish a quarterly corporate newsletter and distribute 
these to alumni, sponsors, and other members of the school’s external public.  
 
 
External Exhibits 
 
The school can use quarterly in-store-exhibit in an attempt to reinforce a 
favourable image in the minds of the community, current parents, potential 
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learners and parents. Products created by the learners could be displayed in 
local supermarkets every three months. The school should contact the 
identified supermarkets to obtain permission to display relevant items created 
by the learners. An exhibit timetable can be established and coordinated with 
the teaching staff. Teachers could be encouraged to link a certain topic to 
current happenings. 
 
 
School Branding 
 
Professional school branding can be created and displayed frequently at all 
school events. These can include posters, banners, pamphlets, gazebos and 
even promotional videos to be viewed on large flat-screen televisions situated 
around the school premises.  
 
 
Information Material 
 
The school must create a professional prospectus and posters and flyers for 
the promotion of school, its events and activities. These could be distributed 
on various occasions. 
 
 
Engage with External Stakeholder Group 
 
The school can utilize new media like Facebook and email to increase the 
media coverage of school news and activities, as well as encourage 
interaction between all stakeholders. This channel can be used as a means to 
invite the sponsors, advertisers, old girls and parents to attend events and 
activities at the school.  Matric classlists can be gathered and sourced and 
special groups per matric class can be created within the school’s Facebook 
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page. These groups, titled according to the year of matriculation, will enable 
class mates to keep in touch by sharing photos and positive school memories.  
 
 
Open Day 
Great emphasis and planning should be placed on this day to showcase 
everything that this school has to offer academically, socially, culturally and with 
sports. The school must be buzzing with activity.  Multimedia presentations 
should be conducted using media-rich presentations to promote the school with a 
positive image. The learners and staff should be empowered to put on display 
their best behaviour and be pure ambassadors of the school. The school must be 
in an immaculate condition. The corridors must look exceptionally clean and 
should smell of a refreshing fragrance. The classrooms must be welcoming and 
filled with educational inspiration.  Sports matches should be arranged on the day 
to demonstrate the school spirit and “vibe”. The mascots and spirit committee 
must be in top form. The academic head should coordinate an informational and 
educational program to best exhibit the school’s strengths academically. The 
cultural head should coordinate an exciting program to best exhibit the school’s 
variety of culture-enriching activities. The sport coordinator should organize an 
action-packed program demonstrating the school’s sports activities. Another 
organizer should coordinate an enriching program to demonstrate and illustrate 
the socially enriching experience provided at the school. This program must be 
exhibited in terms of the school’s community upliftment initiatives and the skills 
development plan targeted for learners. Each coordinator must book venues and 
create a unique program which should be synchronized to form one program. A 
welcoming committee must welcome all visitors to the school and provide a 
program of events with the allocated time and venues. Promotional material of 
the school should be distributed and available on display. Teachers and a few 
learners could be on duty to answer any questions and act as hosts. They could 
wear special tags to indicate their assistance. The hall could be the site for 
cultural activity and various classrooms could be allocated for academic activity. 
The sports fields could be allocated for sport and social activity.  
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Social Responsibility Program: School X Cares Campaign 
 
Develop a program called the School X Cares Campaign to allow all learners 
to assist with delivering consistent service to the local community. The 
benefits should be researched for involving children in serving others and 
should form the basis of a letter to the parents. A unique logo could be 
created and great public awareness of this program could be exercised in the 
community by means of print, electronic and social media. This campaign 
could involve heart-warming volunteer work such as hosting sports days and 
academic workshops in townships and disadvantaged schools, raising 
awareness for special causes like the rhino campaign, spending quality time 
with the elderly and educational play with little children. 
 
 
Alumni Provide Publicity Opportunities 
 
Past learners are essential resources which can be utilized to endorse the 
school’s image. This group must be recognised for their beneficial role to 
communicate key messages. Special treatment must be given to this unique 
target audience. When a past learner achieves, the school can use his or her 
attainment as a promotional tool to communicate the quality that it produced. 
The past learner can publicly be recognised as part of the school and thus 
provide validation for the school’s image. The school should actively 
communicate with this external stakeholder group by means of electronic and 
social media to keep updated with any newsworthy happenings. 
 
 
5.8.6 Step 6: Modify PR plan with campaign strategies  
 
The PR plan must be adjusted to include the suggestions that were sketched out 
in the conceptualization process. Campaign strategies and particular tactics 
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which are aligned with the school’s main goal and objectives can be suggested to 
assist with reaching each public in a unique way. 
 
 
5.9 Conclusion 
 
The research revealed that all three schools use a combination of public relations 
activities. Relations with the media, and the schools’ external and internal 
audiences was more an ad hoc approach, and not part of a specific plan. 
Although none of the selected schools practised all of its public relations 
according to a plan, making them accidental, it was interesting to research 
whether solitary PR activities were planned or spontaneously exercised as 
needed.  
 
The analysis of each of the schools in this chapter emphasised that none of the 
schools practise public relations as an umbrella body with all its dimensions and 
activities according to a systematic plan. However, it was important to note that 
although each school’s overall PR efforts were not structured according to a 
specific plan, each school focused a specific PR effort according to a plan and 
was most successful in this specific avenue in comparison to the other schools.  
 
Two of the three schools stated that they have a specific proactive plan in place 
for their solitary PR activity which outshone the other schools in the comparison. 
Based on this analysis it is evident that some sort of proactive plan provides 
certain strengths which could possibly lead to competitive advantages over other 
schools. School B had a plan in place to generate video footage for promotional 
purposes and as a result of this gathered an extensive digital portfolio consisting 
of high definition video footage. School C had a plan in place to put together a 
wide-spread of high quality promotional material and as a result of this was 
ahead in this section in comparison to the other schools.  
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In retrospect if a proactive plan for a specific PR activity can position the school 
as the leader in that specific PR activity then a proactive plan for the 
implementation of all chosen PR activities executed according to certain 
objectives has greater advantages and potential for positive positioning. 
 
Three School PR Models were described according to the practice of minimum, 
standard and advanced school PR to provide a structure for schools to identify 
the extent to which PR is practised. These models allow schools to recognize 
their current level of school PR for improvement purposes.  
 
This chapter ended with a step-by-step guideline for schools to use in an attempt 
to practise school PR with a purpose to achieve the school’s objectives and 
validate its vision. Examples were proposed to involve learners, staff and parents 
in the planning and implementation of strategic public relations together with the 
leadership and guidance of the PR person.  
  
79 
Chapter 6: Conclusion of research 
 
6.1 Introduction 
 
This chapter seeks to provide a conclusion to the research of this study and its 
findings. A synopsis is provided to demonstrate how the objectives of the paper 
have been achieved and to discuss some of the limitations encountered during 
the research process. This chapter ends with a final conclusion that serves to 
answer the research question posed at the beginning of this treatise as well as 
suggestions for additional research.  
 
6.2 Summary of research 
 
Exploring the nature and scope of PR in selected schools and investigating 
whether it is strategically planned or reactively applied, this study focused on the 
analysis of three selected schools in relation to the application of Modern Age 
school PR as set out in the literature review. 
 
Lunblad and Stewart’s (2005:1) statement that every school has public relations 
whether wanted or not triggered an interest to explore this topic as it was 
presumed that all schools practise some sort of public relations. 
 
The objectives of this treatise sought to identify and describe the current practice 
of PR within selected schools to investigate whether public relations activities are 
implemented systematically or accidentally. Based on the literature reviewed, a 
framework was formulated to aid the investigation process in each school. This 
framework of criteria, based on the Modern Approach outlined in the literature 
review, assisted with proposing ideas to implement a step-by-step systematic 
public relations plan to ultimately improve the PR practice for schools specifically 
within, but not limited to, the Uitenhage area. 
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Following an in-depth literature review that sought to establish the foundations 
and significance of school PR it was deduced that hundreds of schools within the 
United States and Canada have already successfully implemented school public 
relations. In the words of the NSPRA (2002) it is possible for schools to have 
good public relations. 
 
In an attempt to demonstrate the possibilities of good PR the benefits and 
outcomes of implementing a strategic PR plan within the school environment was 
detailed. Based on the comparison of the research findings it appears that in 
order for schools to experience all the benefits that a good PR plan has to offer, it 
should be practised strategically and in alignment with the school’s set objectives. 
A communications audit should be prepared and function as the starting point for 
creating a PR plan approved together with the School Governing Body and 
School Management Team. PR tactics should be designed and implemented 
internally to create, maintain and reinforce an organisational culture of positive 
communication and an uplifting environment for publics of the school. This will 
encourage the school’s publics to practise its organisational culture which is good 
PR and thus strengthen and support the efforts of the strategic public relations 
plan.   
 
Three school PR models were proposed to provide a structure for the practice of 
school public relations on minimum, standard and advanced level. Organising the 
various public relations techniques according to these models will provide a 
framework for schools to determine their current PR level and present ideas for 
improvement. Developing a school PR plan was outlined as a prerequisite for the 
minimum practice of school public relations. A step-by-step guide was therefore 
proposed to assist schools with creating a school PR plan which is strategically in 
accordance with the school’s main objectives. 
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6.3 Limitations encountered 
 
No major limitations were encountered during the study; however this study could 
have been improved had the following been taken into consideration: 
 
 The study was limited to three schools which limited the scope of the 
treatise.  
 
 The schools stated during their interviews that they have used a specific 
public relations tactic. However, unless the PR tool is tangible, it is not 
clear how effectively the schools have utilized these public relations tools 
because their response merely acknowledges that they have made use of 
it at some stage. Thus it is easy to state that a PR tool is exercised but 
unless its effectiveness is measured it cannot be determined how 
thoroughly and to what extent the PR activities have been practised. 
Nevertheless, for the purpose of this study the practice of PR was 
investigated to determine whether it was applied methodically or 
accidentally and therefore it was not necessary to conduct additional 
content analyses.   
 
 
6.4 Conclusion of study  
 
From the analysis performed in each school it is apparent that the Modern Age of 
school public relations is being set in motion in Uitenhage schools but must still 
be expanded on and progressed to incorporate all the facets of a proactive 
systematic PR plan.   Even though the research conducted shows that solitary 
public relations activities were planned, PR, as an entity consisting of all its 
activities, has been practised spontaneously as the need surfaced. Thus PR in 
schools within Uitenhage is reactive and not methodically inherent within the 
school structure.   
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It was distinguished that if the PR is inherent within the school structure then it is 
a pro-active strategically planned system that is part of the school’s planning and 
not just an afterthought. If the PR is accidental then it is a reactive process that 
acts as an after-thought and really happens ‘accidentally’ without planning ahead 
at all. This study discovered that although none of the schools selected practise 
all its public relations activities according to a specific plan but rather 
spontaneously as needed, it was interesting to discover that certain solitary PR 
activities were planned.  
 
It was also discussed that the overall culture of the school as an organisation has 
a direct impact on the manner in which information about the school is distributed 
by the school’s various publics.  If the culture of the school supports a friendly 
atmosphere and good relationship with its stakeholders then everyone will 
support the culture of the school which includes good PR. If the culture is 
unhealthy no one will attempt to execute good PR. No amount of advocating 
towards the importance of good PR will solve the problem.  
 
Although not every person is capable of planning and managing the PR of the 
school, each school needs to have a plan for making each person in the school 
an active member of the school team. A strong organisational culture provides a 
platform for shared values amongst the school’s publics and this is a ‘simpler’ 
attempt to include each person in the PR efforts of the school as opposed to 
merely promoting the importance of good PR practice. 
 
This treatise investigated the current practice of public relations which formed the 
basis for developing a framework of criteria detailing current public relations 
activities practised in the area. This is significant especially since researchers 
and school principals can utilise the information in this paper to make 
improvement to their current practices while acquiring an understanding of school 
public relations and how it functions within the educational realm.  
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6.5 Recommendations for further study 
 
It is hoped that this paper provided a solid foundation for exploring the current 
practise of public relations within a few selected schools in Uitenhage. A further 
study could build on this treatise by measuring and evaluating the success of 
each PR activity practiced at each of the selected schools. This could be used to 
compare the schools to determine whether it is beneficial to have a full time PR 
person and to what extent a professional PR person can add measurable value 
to the school. 
 
Performing a content analysis of news coverage for each school in the local 
newspaper will provide measurable methods to compare which school received 
more coverage and the frequency thereof.  For example this could assist with 
determining whether School B’s media relations plan has a direct influence on the 
amount of coverage it received or not. If School B received more coverage it 
could be as a result of this school adhering to a proactive media relations plan. 
However, if Schools A and C received more coverage it could question the 
effectiveness of the solitary media relations plan. It could then confirm that the 
overall concerted effort made frequently by a person dedicated to PR has 
measurable benefits.  This could provide an additional dimension to determining 
the value and performance of a PR person. 
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Attachments 
Attachment 1: Letter of Invitation to School Principals 
 
 
 
 
 
[An exploration of the practice of Public Relations in selected schools] 
 
Project Information Statement/Letter of Invitation to School Principals 
 
My name is Sharné Woods and I am a Masters Student in Applied Media at the 
Nelson Mandela Metropolitan University (NMMU). I am conducting research on the 
current practice of public relations in schools under the supervision of Dr Hercules 
Fourie. I invite you to consider taking part in this research. This study will meet the 
requirements of the Research Ethics Committee (Human) of the NMMU.  
 
Aims of the Research 
 
The research aims to: 
1 Describe what PR activities are executed in schools within the Uitenhage area 
3 Identify how the schools practise PR activities 
4 Formulate criteria of current PR practices in schools within the selected area,  
  based on the data collected. 
 
Significance of the Research Project 
 
The research is significant in three ways: 
• PO Box 77000 •  Nelson Mandela Metropolitan University 
• Port Elizabeth • 6031 •  South Africa •  www.nmmu.ac.za 
• South Africa•  www.nmmu.ac.za 
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1. It will be used as the foundation for creating acceptable criteria for the overall 
practice of public relations within schools in Uitenhage.     
2. It will provide schools with information and greater understanding about the 
current practices of school public relations  
3. It will present schools with a comparable means to evaluate their current public 
relations practices 
 
Benefits of the Research to Schools 
 
1. This information can be utilized by schools as a guideline to improve current 
public relations activities 
2. This information can be utilized by schools to gain knowledge of current public 
relations activities being practised within the area  
 
Research Plan and Method 
 
The data will be collected based on a limited study of selected public schools within 
the Uitenhage area where it is assumed that some sort of public relations is 
practiced, whether it is done so accidentally or inherently within the school structure. 
In an attempt to obtain qualitative data needed to fulfill the objectives of this 
treatise, a structured interview will be performed. Ideally, this interview will be done 
with the school principals or representatives of the school management team. Open 
ended interview questions will be the primary source to gather more in-depth 
knowledge from each school. Participants will be expected to respond as accurately 
and honestly as possible, and will be required to attach relevant documentation 
needed for research purposes. Permission will be sought prior to their participation 
in the research. Only those who consent will participate. The researcher, Sharné 
Woods, will administer the interview which will take approximately 30 minutes. It will 
be appreciated if relevant documentation can be gathered before the interview. All 
information and documentation collected will be treated in the strictest confidence 
and neither the school, nor the principal, will be identifiable in any written analysis. 
Participants may withdraw from the study at any time, without penalty. The role of 
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the school is voluntary and the School Principal may decide to withdraw the school’s 
participation at any time. The data to be collected is not of a sensitive nature.  
 
School Involvement 
Once your consent to participate in the study is received: 
 a time will be arranged with your school for data collection to take place 
 you will be provided with the interview questions for preparation purposes  
 
Attached for your information is the Consent Form. 
 
Invitation to Participate 
If you would like your school to participate in this research, please complete and 
return the attached form. 
 
Thank you for taking the time to read this information. 
 
 
Ms Sharné Woods     Dr Hercules Fourie 
Researcher      Supervisor 
NMMU       NMMU 
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Attachment 2: School Principal Consent Form 
 
 
 
 
[An exploration of the practice of Public Relations in selected schools] 
School Principal Consent Form 
 
I give consent for you to approach my school to participate in the exploration of the practice 
of Public Relations in selected schools. 
 
I have read the Project Information Statement explaining the purpose of the research 
project and understand that: 
 The role of the school is voluntary. 
 I may decide to withdraw the school’s participation at any time without penalty. 
 All information obtained will be treated in strictest confidence.  
 The school’s name and my name will not be used and will not be identifiable in any 
written reports about the study.  
 The school will not be identifiable in any written reports about the study.  
 I will receive the proposed questions for discussion prior to the interview. These 
questions contain a checklist for documentation which needs to be attached (this list is 
found at the end of each section in the questions for interview).  
 I will collaborate with the relevant individuals (staff, learners, etc) in an attempt to 
provide the relevant, accurate documentation. 
 I will gather relevant documentation prior to the interview. 
 I will give all relevant documentation to the researcher directly after the interview.   
 I may withdraw from the study at any time without penalty. 
 A report of the findings will be made available to the school upon request. 
 I may seek further information on the project from Sharné Woods on 084 5496 551.  
__________________________   ___________________________ 
Principal      Signature 
• PO Box 77000 •  Nelson Mandela Metropolitan University 
• Port Elizabeth • 6031 •  South Africa •  www.nmmu.ac.za 
  
88 
Attachment 3: Structured Interview Questions 
 
 
 
 
 
Please return to:  Email: sharne.woods@gmail.com;  Fax: 086 6342 449 
 
 
Structured interview questions  
The purpose of this interview is to explore the practice of public relations in 
schools and identify how these are executed. The data obtained from this 
questionnaire will be used for research purposes to assist in determining whether 
public relations activities are accidental or inherent within the school structure. 
Your participation is voluntary and will remain anonymous throughout the written 
report. Please note that your assistance and support in this regard will be valued 
highly.  
 
Instructions 
For the purpose of this interview, the following topics of public relations practice 
will be discussed in various sections: media relations, publicity, special events 
and fundraising, marketing communications, internal relations, community 
relation. Prior to the interview, please attach the relevant documentation 
where necessary and label it according to the appropriate section. Please 
answer the following questions as accurately as possible. 
 
 
 
 
• PO Box 77000 •  Nelson Mandela Metropolitan University 
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PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 Latest newspaper clipping of school news. Please indicate the publication 
name and the date published. 
 Any correspondence with media 
 Please attach documentation used to submit news to the media 
 
Questions: 
1.1 Do you collaborate with the media?  
1.2 If yes, why do you collaborate with the media? 
1.3 Has your school submitted news to the media before?  
1.4 How often does your school submit news to the media? 
1.5 Please explain in detail how your school submits news to the media:  
1.6 What media has your school utilized to distribute news? 
 Magazine 
 Newspaper  
 Television 
 Radio 
 Internet 
 
 
1.7 In your experience with the school, has the school hosted a news 
conference?  
1.8 If yes, what was the reason for this? 
1.9 Has your school’s news been published in a newspaper?  
1.10 If yes, what newspaper(s) has your school’s news been published in? 
1.11 Has your school featured on radio? 
1.12 If yes, what radio station(s)? 
1.13 Has your school featured on television? 
SECTION 1: MEDIA RELATIONS 
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1.14 If yes, what channel(s) has your school featured on? 
1.15 Has your school’s news been published in a magazine? 
1.16 If yes, what magazine(s) has your school’s news been published in? 
1.17 Has your school featured on the internet? 
1.18 If yes, how has your school featured on the internet?  
 
 
 
 
PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 Any coverage of your school in magazines, websites, books, etc 
 Evidence of events used to create publicity for your school. 
 
Questions: 
2.1 How do you create publicity for your school? 
 
 
 
PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 School’s Calendar of Events. 
 Planner for specific event. The documentation used to plan a specific 
event. 
 
Questions: 
3.1 Please name the events that your school hosts on an annual basis 
3.2 Does your school perform fundraising activities?  
3.3 Who is in charge of organizing these events? 
3.4 How are these events organized?  
 
SECTION 3: SPECIAL EVENTS AND FUNDRAISING 
SECTION 2: PUBLICITY 
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Please select at least one event and answer the following questions based on 
that event:  
3.5 Event name: 
3.6 Purpose of event:  
3.7 Who organizes this event? 
3.8 How is this event organized? Please describe in great detail. Please attach 
relevant documentation to assist  
3.9 Does your school host an open day? 
3.10 What happens at the open day? 
 
 
 
PLEASE ATTACH THE FOLLOWING DOCUMENTATION WHERE AVAILABLE 
 School prospectus 
 School flyer 
 School pamphlet  
 School magazine 
 School newspaper 
 Advertising/ Marketing budget 
 Promotional Video of school 
 
Questions:  
4.1 How do you market your school? 
4.2 Does your school spend money on advertising? 
4.3 How much money does your school spend on advertising per annum? 
4.4 What media does your school utilize for advertising purposes? 
 Magazine 
 Newspaper  
 Television 
 Radio 
 Internet 
SECTION 4: MARKETING COMMUNICATIONS 
  
92 
 
4.5 Do you have brochures for your school? 
4.6 Does your school have a website? 
4.7 Who updates the website? 
4.8 How often is the website updated? 
4.9 Does your school have a video for promotional purposes?  
4.10 Does your school have a prospectus? 
4.11 Do you have flyers for your school? 
4.12 Does your school have a Facebook group?  
4.13 What is the name of this group?  
4.14 Who updates the Facebook group? 
4.15 How often is the Facebook group updated? 
4.16 Does your school have promotional merchandise and gifts? 
4.17 What promotional merchandise and gifts does your school have? 
4.18 Does your school own a still camera? 
4.19 Does your school own a video camera? 
 
 
 
 
PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 Examples of correspondence between school and staff 
 Examples of correspondence between school and learners  
 
Questions: 
5.1 How do you communicate with your staff? 
5.2 How many staff meetings do you have a month? 
5.3 How do you communicate with the learners? 
5.4 How often do you have an assembly for the learners? 
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PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 Examples of correspondence between school and parents 
 Examples of correspondence between school and sponsors 
 
Questions:  
6.1  Does your school participate in community projects? 
6.2  What community projects does your school organize? 
6.3  Does your school seek sponsorship? 
6.4  What sponsorship needs does your school seek to satisfy? 
6.3  How do you get parents involved in the school activities? 
6.4  How do you communicate with the parents of the learners? 
 
 
 
PLEASE ATTACH THE FOLLOWING DOCUMENTATION 
 Job description of PR person 
 
Questions: 
7.1 Who practises public relations at your school? 
7.2 What is the job description of the public relations person at your school? 
7.3 How would you describe your approach to implementing public relations at 
your school? Please select an option and elaborate. 
As the need arises 
Part of a confirmed programme planned in advance.  
 
COMMENTS: 
 
SECTION 7: OTHER 
SECTION 6: EXTERNAL RELATIONS 
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Attachment 4: Criteria of current PR practices in Uitenhage 
Description School A School B School C 
PR person present (full 
time or part time) 
All teachers   
Part- time 
PR professional  
Part-time 
PR professional  
Part-time 
Job description - Media relations 
- School 
magazine 
- Events 
- Advertising 
- Photographs 
- Media relations 
- Publicity 
- School website 
- Events 
- Off-site duties 
- Teaching 
- Photographs 
- Media liaison 
- Marketing 
- School 
magazine 
- School website 
- Events 
- Photographs 
 
Public relations 
programme utilized 
No No No 
Press releases Yes Yes Yes  
Press kits No Yes Yes 
Featured in published 
magazine  
Yes Yes Yes 
Featured on television No Yes No 
Published in newspaper Yes  Yes Yes 
Featured on radio Yes Yes No 
Frequency of news 
distributed to media 
Weekly Weekly Every two weeks 
News conference No No No 
Special events  Yes Yes Yes 
Fundraising events Yes Yes  Yes 
Open day Yes No Yes 
Prospectus Yes Yes Yes 
Flyer No No No 
Pamphlet Yes No Yes 
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Brochures Yes No Yes 
School magazine Yes Yes Yes 
School newspaper No No No 
Advertising Yes Yes Yes 
Promotional video of 
school 
Yes No No 
Multi-media presentations No Yes Yes 
Newsletters to parents Yes Yes Yes 
Staff newsletters No No No 
Student newsletters No No No 
Crisis Communication Plan No No No 
Audiovisual presentations Yes Yes Yes 
Staff meetings  Yes Yes Yes 
Noticeboards for students Yes Yes No 
Parent/ student handbook  Yes Yes Yes 
Motivational audio visual 
presentations 
No Yes No 
Website Yes Yes Yes 
School Facebook page Yes Yes Yes 
Exhibitions No Yes No 
School alumni association Yes Yes No 
Charity support Yes Yes Yes 
School-bus advertising Yes No No 
 Off-campus displays No Yes No 
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Attachment 5:  Event Evaluation Survey 
 
a) Kindly complete the following questionnaire which is intended to gather 
data needed for feedback purposes.  
b) Your participation is voluntary.  
c) This is private. Your name is not required and therefore you remain 
anonymous.  
 
What did you like most about this event? 
 
 
 
What did you like least about this event? 
 
 
 
What can be done to improve this event? 
 
 
 
How did this event make you feel? 
 
 
 
Comments 
 
 
 
Thank you for your time and assistance in completing this questionnaire. 
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Attachment 6:  Staff Skills Survey 
 
Name: 
 
 
 
My hobbies and interests are: 
 
 
 
 
 
My strengths are: 
 Flower arrangements 
 Décor 
 Event coordination 
 Arts and crafts 
 Sewing and needlework 
 Cooking and baking 
 Sports 
 Writing 
 Photography 
 Hospitality 
 Financials 
 Other. Please specify: 
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Attachment 7:  Online polls and surveys 
 
 
 
 How often do you view School X’s website? 
 Daily 
 Weekly 
 Monthly 
 Quarterly 
 Other:  
 
What do you like about the website? 
 
What do you dislike about the website? 
 
What improvements can be made to the website? 
 
 
 
How often do you view School X’s Facebook page? 
 Daily 
 Weekly 
 Monthly 
 Quarterly 
 Other:  
 
What do you like about the Facebook page? 
 
What do you dislike about the Facebook page? 
 
What improvements can be made to the Facebook page? 
WEBSITE 
FACEBOOK PAGE 
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Attachment 8 :  Alumni Data Base 
 
 
 
 
 
 
 
 
 
 
 
 
In your opinion, the Best Teacher Award goes to ….,,,,,…………………………for 
……………………………………………………………………………………………… 
 
Where to from here? 
………………………………………………………………………………………… 
 
Future plans? 
……………………………………………………………………………………………… 
 
Any last words?  
……………………………………………………………………………………………… 
 
Would you like to receive an electronic copy of the newsletter?  
 
Are you on Facebook?  
YES NO 
YES NO 
Name and surname: 
Year left this school: 
In what grade?: 
Class teacher: 
Contact details 
Telephone number: 
Cellphone number: 
Email address: 
Physical address: 
Occupation: 
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Attachment 9: Sample Timetable for in-store displays 
June to December  
 
 
 
 
 
 
 
 
 
 
NO. DATE PLACE ALLOCATED 
CLASS 
TOPIC ITEMS/ PRODUCTS FOR 
DISPLAY 
1 June   Environmental Day Items like hand bags, 
robots, etc made from 
plastic packets. 
2 June   Youth Day Poems (to be mounted 
neatly on cardboard) 
3 Aug   Women’s Day Link with Breast Cancer 
Association to promote 
mammograms, etc 
4 Oct   Animal week Photographs of the 
learners volunteering at a 
local SPCA. Information on 
how the community can get 
involved. 
5 Dec   Christmas Handmade Christmas gift 
ideas. 
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Attachment 10:  News and Achievements 
 
 
NEWS and 
Achievements 
 
 
 
Please answer the relevant questions with as much detail as possible: 
 
Who?  
…………………………………………………………………………………… 
When?  
…………………………………………………………………………………… 
Where?  
…………………………………………………………………………………… 
What? 
……………………………………………………………………………………
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 
Why? 
……………………………………………………………………………………
……………………………………………………………………………………
…………………………………………………………………………………… 
How? 
…………………………………………………………………………………… 
Name & Surname: ……………………………………… 
Class Teacher: …………………………… 
Grade: …………….. 
Contact Details 
Telephone: ………………………………………. 
Cellphone: ……………………………………….. 
Email: 
………………………………………………………………. 
Are you on Facebook? ………………….. 
 
 
For more information, or to schedule an interview slot, contact or sms …………………… 
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